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y "164,982 
WOMEN can’t be wrong. 
963 dealers are selling the 


Sanyo- 


—- INSTEP 


164,982 women already have discovered the re- 
markable comfort and beauty of the flexible 
instep feature of the Tango Pump. There’s a 
thrill in every pair. 


IN STOCK e @ e @ e Ss 


MADE OVER 198 LAST, 20/8 LOUIS HEEL 


No. 2416—Black Suede 

No. 4416—Brown Suede .... 

No. 2316—Black Kid 

No. 4316—Brown Kid 

No. 3316—Blue Kid 

No. 2216—Patent Leather ... 3.25 
No. 1316—White Kid 


AAAAA—6 to 10 AA—4 to 10 

AAAA —5 to 10 A —4 to 10 

AAA —4¥ to 10 B —2 to 10 
C—3 to 10 


TERMS: 5% 30 days 


NOTICE: An additional charge of 15¢ per pair will be made on all orders 


for less than 4 pair assorted. 


BRAUER BROS. SHOE @. ST.LOUIS, MO. 


The Tango Pump is covered by U. S. Letters 
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‘© WOULD a great deal sooner 
wear out my sole leather 
climbing up hill 

Than the seat of my trousers slid- 
ing down hill.” 
—The Shoe Philosopher. 


* * * 


OHN L. HARRIS of New York, 
who sells more than shoes, says: 
“Too many retail salespeople 
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[ALL THAT ar 
we SELL- ‘ 
IS IDEAS 
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have fallen into the habit of 
THINKING that they are engaged 
to SELL MERCHANDISE. Actual- 
ly, they should sell IDEAS. 

“Perhaps this statement needs to 
be clarified, so let me put it this 
way: People do not buy THINGS, 
they buy the USE of things. A pair 
of shoes are bought not simply for 
the sake of acquiring so much 
leather or fabric made up into a 
convenient shape to fit the foot; 
they are bought because the cus- 
tomer wants what the shoes will do 
for her, and there are several fac- 
tors of influence to prompt the pur- 
chase — utility, comfort, style, 
adornment, etc. 

“The underlying reason for a 
purchase always involves an asso- 


ciation of IDEAS. 
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“You may be dealing in mer- 
chandise, but you are also dealing 
with the human mind. Hence it is 
logical and correct to say that re- 
tail salespeople really sell IDEAS.” 


* * * 


N. FISCH of H. J. Justin & 

- Sons, Fort Worth, Tex., says: 
“The cowboy boot industry is no 
different from the shoe industry. In 
former years very few retail mer- 
chants carried shoes in stock in the 
variety of widths that are available 
today. One or two widths were just 
about the limit, which still holds 
true with many a country merchant, 
and shoes were all fitted short and 
wide. This is true of cowboy boots 
today, but the dealer who carries 
cowboy boots in stock in widths and 
sizes as he would shoes, can fit 95 
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per cent or more of his prospective 
trade. I have in mind a dealer who 
carries from 10 to 15 dozen pairs 
of cowboy boots in sizes and widths 
and who can show a record of fit- 
ting possibly 98 per cent of all the 
customers he contacted, with only 
about 2 per cent that required 
made-to-measure boots. 

“As mentioned, there is no dif- 
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ference in this type of footwear if 
a stock is properly carried, for a 
customer can be fitted the same as 
in shoes.” 
* * * 

*“A AORE types for more occa- 

sions, at least eight pairs of 
shoes for each well dressed 
woman!” 


2 AT LAST— 1M A_weELL 
2 = DRESSED 
a WOMAN 


That is the philosophy behind the 
big Fall style picture in the May 
Company’s Los Angeles store, ac- 
cording to Joe Ferguson, manager 
and buyer. “We believe the well 
dressed Los Angeles woman during 
the coming Fall and Winter will be 
prepared to buy two pairs of morn- 
ing shoes, two pairs of afternoon 
shoes, two distinct types of evening 
shoes (including a pair for the 
cocktail hour, such as black ac- 
cented with rhinestones) and more 
extreme dress types for formal 
evening wear, a pair of shoes defi- 
nitely of the sports type, and a pair 
of street shoes of the spectator type. 
We are prepared to meet and to 


encourage these demands.” 
* * * 


‘¢“~USTOM MADE” as a term is 
rightly defined: “Made by 


hand to the customer’s special order 














and measurement.” That defini- 
tion has the standing of 100 years 
of American shoemaking, and even 
further back to the time when all 
shoes were made in single pairs by 
the journeyman shoemaker. 

The term “bespoke,” as used in 
England, means the same thing— 
indicating that that particular shoe 
was “bespoken for.” 

We would like to see the code 
authorities, the National Boot and 
Shoe Manufacturers Association, 
and the National Shoe Retailers As- 
sociation indulge in a session of 
definition and to settle for all time 
the confusions attending the term 
“custom” and other words that 
have become indefinite. 

What, for example, is today’s 
“hand made shoe” and is that dif- 
ferent from “strictly hand made 
shoe” and do we now need to say 
“posolutely hand made _ shoe”? 
After we finish with our superla- 
tives are we all telling lies, because 
no shoe is hand made complete— 
without the use of some machinery ? 

The subject is worthy of early 


consideration. 
* * * 


Yi sane DONNELLEY, in 

Chicago Tribune, says: 
“More runs come from stockings 

that are too short than from any 


And short stock- 


other one cause. 





SIZE is OK— 








ings can cramp your walking style 
every bit as effectively as- short 
shoes. 

“Short stockings cause more in- 
grown toenails, I’m told by a reli- 
able pedicurist, than short shoes, 
these days. The man’s theory is 
that women are educated now to 
wear shoes that are long enough, 
but they do not seem to recognize 
the harm done to feet by too-short 
hosiery. Young mothers seem more 
awake to this feature where their 
children’s feet are concerned than 
they are to their own danger of 
causing foot malformation through 
the too-short stocking. 

“It’s better for both stocking 
economy and foot health to get a 
half size larger than you’ve been 
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POLITICAL 
DISTURBANCES 





—There is still much of confusion in men’s 
minds as to whither we are drifting. 
—"'Little Man, What Now" is aptly de- 
scriptive of the average man's thoughts 

of today and tomorrow. 

—Europe and the Far East in riotous 
tumult, political disturbances in prac- 
tically every corner of the world, the 
birth-pains of tremendous social re- 
adjustments, drought on one hand, too- 
much-plenty on t'other— no wonder 
we little fellows get a bit groggy as 
we review the kaleidoscopic changes of 
a new world in the making. 

—Yet most everything seems worse than 
it really is. 

—Business generally has been off this 
Summer; possibly a bit more than the 
normal seasonal decline— 

—But every decline has its rebound, and 
this year of our Lord, 1934, will be no 
exception to the rule. 

—So, let us look forward to the coming 
Fall season with renewed hopes and 
confidence, believing, as we must, that 
people still need and want many things 
—that there is still big purchasing 
power in reserve—that money will speed 
up its turn-over as cooler weather ap- 
proaches. 

—The consensus of expert opinion is thai 
the business trend will move upward 
from now on. 


, ae 


President. 





wearing if you've been having 
trouble of any kind. Even the heel 
hole is less apt to appear where the 
foot of the stocking is not drawn 
too tightly.” 
* * 

HEA NICHOLS, of the Allied 

Kid Company, says: 

“Designers have turned their eyes 
to the skirts of dresses, which is 
often a good sign for those who 
deal in the selling of shoes. First, 
as a novelty on the horizon, we 
have newly developed interest in a 
revival of the slit skirt, than which 
nothing could do more to concen- 
trate interest on the shoes worn. 
Starting off as a limited evening 
fashion, the development of the slit 
skirt has been so enthusiastically 
received by dress buyers that we 
are now finding them in afternoon 
frocks, and it is not beyond the 
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bounds of reason that the slit 
should appear in slender-silhouette 
sports suits, inasmuch as it actually 
has a definite reason for existence 
in such cases. The slits or slashes 
appear at center front, at one side, 
or in pairs at either side of the 
front, any one of which gives em- 
phasis to the shoe.” 


* % * 


H N. LAPE, president of the 
- Julian & Kokenge Company 
of Columbus, Ohio, on Oct. 15, 
1934, will put into effect a sick 
benefit plan which will operate as 
follows: 

“No weekly or monthly dues to 
be paid by any of the employees. 

“Male employees to receive $15 
weekly and female employees to 
receive $10 weekly while ill from 
any cause and while still in our 
employ. 

“No employees will be paid for 
the first week of any illness and no 
employee will be paid for more 
than 13 weeks in any one year. 

“All cases are to be passed upon 
by our own registered nurse and 
our own physician, and no pay- 
ment will be made unless both 
nurse and physician authorize such 
payment.” 


* *% 


HARLES CHASE HOYT, un- 
salaried treasurer of the Bos- 
ton Fair throughout the entire 15 


NRA, 





WE'RE WITH YOu 





years of the fair’s existence and 
president of the National Fabric 
and Finishing Company, says: 

“T am elated over the tremendous 
success of the recent 1934 Boston 
Shoe Fair,” and expressed thé hope 
that the overwhelming  endorse- 
ment of the enterprise by the shoe 
manufacturers of the country will 
result in gaining for the Boston 
Shoe Fair, at the coming hearing on 
the reopening of the Boot and Shoe 
Manufacturers’ Code, the justifiable 
exemption of the fair from the 
monopolistic trade show section of 
the Code that the New England 
Shoe and Leather Association and 
many sympathizing organizations 
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have been working for during the 
past few months. 


“We believe our position to be 


unassailable, legally and morally.” 


HE National Shoe Travelers As- 
sociation bulletins their mem- 
bers, saying: 

“The dates for changing over to 
straw hats and from straw hats to 
felts have been recognized as a 
fixed custom for years. 

“The Fall shoe promotion date 
has been set as Aug. 15. All 
salesmen should bring to the atten- 
tion of their trade this fact—urge 
them to dress their windows, etc., 
with the various types of shoes suit- 
able for Fall wear. ‘Shoes for the 
occasion’ can well be displayed. 
Dramatizing of ‘Buy Now’ can be 
more effective—remember the date 


—AUGUST 15.” 


% * * 


OLLIE F. HURLEY, of the 
Dunbar Pattern Company, 
says: 

“A tremendous suit season is the 
forecast for women’s fashions for 
the Fall season of 1934. The ma- 
terials of these suits and ensembles 
stress colorful classic weaves with 
interesting textures such as boucle, 
treebark, and crisp, hairy surfaces. 

“For the more formal midwinter 
season, coat materials will be of the 
sueded, velour and smooth broad- 
cloth finishes. Due to the fact that 
gowns to be worn with these coats 
will continue to be styled on the 
form-fitting lines, the so-called 
glove-fitting shoes are gaining in 
favor. Covered instep types that 
hug the foot, such as high-cut ox- 
fords, some approaching the bootie 
effect, high-fronted gore stepins, 
lighter and dressier versions of the 
monk and other side fastened shoes, 
as well as buckle and tongue effects, 
are to be promoted in this classifi- 
cation.” 

* * * 
DWARD A. FILENE, Boston 
merchant, sees the end of many 

forms of competition with which 
we are all familiar. “The only 
form of competition which will now 
work,” he writes in Boston Business, 
“is competition in service.” Re- 
duced to its simplest form, he 
argues for the elimination of wage 
competition, first of all, in order to 
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build up that mass buying power 
on which industrial profits are 
based. To accomplish this in the 
shortest possible space of time, he 
urges the necessity of a “nation- 
wide coordination of all our eco- 
nomic forces”—not a regimentation 
of industry nor a stifling of indi- 
vidual initiative, but a diversion of 
competition away from price and 
into the almost forgotten channel 


of quality and service. 
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MECHANICAL leg for testing 

stockings has been built by the 
U. S. Bureau of Standards. This 
mechanical leg bends at the knee 
as well as it steps at the foot. The 
knee bending is used to test the 
elasticity of the stocking at the knee 
and the chances of a run starting 
and the foot stepping—to see how 
the stocking wears at the heel and 
toe. 








*% * * 


haga H. BROWN, president of 
the Johns-Manville Corporation, 
says: 

“T am no longer concerned about 
what the ‘brain trusters’ may do to 
us. We are on the way out of the 
depression. Recovery is taking 
place. The emergency is over. The 
time of desperate measures hurried- 
ly conceived is past. The American 


IKES SHOES | \ 


ICs FAKS 








people are beginning to realize that 
the source and cause of our trouble 
reaches back, not five years but 
twenty. We are not going to lift 
ourselves by our bootstraps. What- 
ever we do now must be paid for 
later. We must therefore use every 
precaution in analyzing our prob- 
lem to be sure that we adopt sound 
measures that in the long run will 
help rather than retard recovery. 
We are not going to return to con- 
ditions of the 1920’s. We are going 
forward into a new era. This coun- 
try is still a place of opportunity. 
The people of this country will con- 
tinue to enjoy the highest standard 
of living of any country in the 
world. And while the future is go- 
ing to be quite different from the 
past, America is still—and will con- 
tinue to be—a democracy.” 


*% * * 


ICHEL A. LEVY, shoe mer- 

chant of Santa Barbara, Cal., 
had his thrill of thrills when he re- 
ceived a letter from a customer, now 
in London, saying: 

“Yesterday afternoon I called to 
see Mrs. and Miss Shipley, who 
were dressing for their presentation 
to the King and Queen. They both 
wore shoes purchased from you and 
fitted by Mr. McIntyre last March. 
Several times Miss Shipley has 
spoken of the beauty and comfort 
of these shoes.” 

So, you see, you never can tell 
from the viewpoint of a fitting stool 
where the shoes will travel. 


"Ike just figgered those vacationists would wear out their sport shoes 
by Aug. 15." 





Major Problem is Fall and 
Winter Purchasing Power of 
Seven Million Families in 
Drought Affected Region 
Now Covering 60% of 
Country's Area. - 


Will Drought 
Sear Trade? 


THE drought is more tragic than the primary loss of 
a season’s crop. When seven million families are di- 
rectly affected by the worst drought that has ever hit 
America, the repercussions will be felt in every shoe 
store in the land. Not only will the drought affect 
farm values for years to come but it will mean a major 
problem for governmental relief this year and next. 

The outlook for the farmer in the drought region 
may be desperately dreary for his life’s savings are 
in the farm and there is usually a mortgage, with 
interest overdue, casting its shadow above the business 
of farming—for farming today is more than just 
sustenance for living, it is the complete “farm factory” 
operated by sun and rain power as well as the in- 
dividual business of the farmer and his entire family 
of aids. When such a business is wiped out by the 
drought, there is little salvage. Few farmers have any 
reserves in cash or credit to help them to live over 
the drought period. 
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In the past, the Government’s task of relief work in 
cities and urban districts was comparatively simple— 
a small amount of money and food enabled the city 
worker to carry on until some kind of a job was 
developed by a general increase of activity in business 
—but the Government’s problem in farm relief this 
year is tremendously complicated by the fact that not 
only must it provide sustenance for the farmer and his 
family but may be called upon to re-equip that farmer 
with seed, fertilizer, cattle and the extra money needed 
for farm supplies. With the possibility of seven mil- 
lion families needing help, directly and indirectly, the 
cost thereof will reach an appalling figure. 

Meanwhile the merchant who services drought com- 
munities with footwear and apparel faces the need of 
credit extension not only on his present bills but on 
his future requirements. So the problem of purchasing 
capacity for shoes is further complicated. 

The drought farmer’s first concern is for his live- 
stock. The farmer says: “We can scrape along some- 
how but not the cattle.” The farm administration in 
Washington stands ready to buy 5,000,000 head of 
cattle and calves, in addition to those already bought 
and from two to five million head of sheep. In many 
cases, the animals are to be moved to regions of the 
country where forage and pasturage still exist. But 
surplus slaughter must continue from now to Decem- 
ber for in so many cases reserves of cattle feed formerly 
held for Winter use have already been devoured. 

The drought’s effect on cattle is perhaps the most 
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serious loss to the farmer for in many cases blooded 
dairy animals have been sold for slaughter at the same 
price as scrawny range cattle. 

So the point of our story is that any satisfaction 
that the “close” buyer gets in the softening of the hide 
market is paid for in misery a thousand-fold. The hide 
is but the wrapping paper, and pretty poor at that, 
that surrounds the water and food-starved carcass. 
Nature’s calamity is too high a price to pay for the 
consolations of a possible drop in cheap sole and upper 
leather prices. 

The major concern today and tomorrow and for 
months ahead is the restoration of seven million fam- 
ilies to some decent standard of living and the hopes 
that purchasing, as expressed in the merchant’s store, 
is not entirely wiped away by the drought. 

Harry L. Hopkins, Emergency Relief Administrator, 
reports in mid-August 24 States comprising 60 per cent 
of the area of the United States and containing twenty- 
seven million persons, have been affected by the 
drought. The total loss ascribed to the drought was 
placed at five billion dollars—or a suaa equivalent to 
almost one-half of the war debt. 

Drought relief at present is being given nearly 400,- 
000 families; and more are reporting daily. Congress 
appropriated $325,000,000 but is expected to increase 
that amount many-fold for the rehabilitation of farm- 
ers in the drought regions. A total of 1,931,000 head 
of cattle had been purchased up to July 31 and gov- 
ernmental purchases may run to ten million. 


Hide Storage 
Problem 


LOANS up to $10,000,000 to stabilize the leather hide 
market during the period of wholesale cattle slaughter 
incident to the drought have been offered by the Fed- 
eral Government through the Commodity Credit Cor- 
poration, but the proposition has been tentatively 
rejected by the Tanners Council. ' 

The conditions which the Government intends to im- 
pose are not satisfactory, the Council considers, and 
the entire matter is now in abeyance pending the action 
of that body in a series of meetings which are to take 
place in New York City, Chicago and Boston for fur- 
ther consideration of the proposal. 

The offer of the Commodity Credit Corporation, 
which is an adjunct of the Reconstruction Finance Cor- 
poration from which it receives its operating capital, 
followed lengthy consideration of the drought problem 
by the Council at a three-day session in Washington last 
month. A committee of the Council also conferred 
with representatives of the Department of Agriculture, 
the Federal Surplus Relief Corporation and other 
Government agencies, and finally reached the R.F.C. 
with a proposition for the huge market stabilization 
loan. The entire question was threshed by the R.F.C. 
board of directors Aug. 2, and the terms were then 
submitted to the Tanners Council by the Commodity 
Credit Corporation. 

The Government is willing to go along with the 
tanners in a program to prevent a market glut, but 
insist first that the loan recipient shall be a corpora- 
tion, organized for that purpose, with a capitalization 
of not less than 10 per cent of the entire amount to 
be loaned. 

The corporation would purchase and store the hides, 
paying 10 per cent of the market price. 


Refugee Cattle Shipped to Georgia 
4 









WHY NOT SELL GALOSHES IN 


Tuis should be a good year for promoting galoshes early. In 
many sections-of the country, the memory of last winter’s bitter 

weather still lingers on. Many stores who, last season, bought There are sound advantages, 
galoshes early in a rising market, found they could also sell 7 - f 
galoshes early and are planning to repeat that merchandising all along the line, in promoting 


program this Fall. 














galoshes when you promote Fall 





Even in the old four-buckle days, a few stores opened their 
rubber footwear season around Labor Day. And a few buyers shoes. 
cleaned up profits by this policy. With the lighter modern gaiter 
—which can be and is worn all the year around—there is all 
the more reason why galosh business can be had long before 







the snow flies. 








Selling galoshes in September is to everybody’s advantage. By RUTH 
Qbviously the manufacturer wants his orders early. Less ob- HARRINGTON 
viously, perhaps, the retailer can gain by not crowding all his 
selling into a few frenzied hours after the first storm breaks. 
The third factor in the equation—the final customer—has also 
























These two tailored galoshes fit in 
perfectly with Fall Fashion in 
tailored shoes. The one at the 
right shows the new note of stitch- 
ing detail applied to rubber foot- 
wear. The shoe at the left is a 
grained leather effect in a high 
Cuban heel—the per- 
fect choice for tweeds 
and the grained 
leather shoes that’ go 
with them. fe 








Our slide-rule diagram 
shows the five heel 
heights: it takes to do a 


~; complete job in fitting 
Po exil galoshes to this Fall's y 
. Footwear. No. 2, 3, and 
5, for volume. 
























much to gain. For what makes a satisfactory rub- | 
ber gaiter? Certainly three-quarters of its effect | 
upon the foot depends upon its fit. And fit is | 
hard to get when stocks are shot to pieces. | 
The department store, of course, can do a more ; 
complete job in selling rubber bootwear than the 
average shoe store. But shoe stores can certainly) , 
i do more. And any avenue of extra business is 
x certainly not to be overlooked these days. One 
shoe chain in the East stages a contest in the earl) 















SEPTEMBER? 




































For formal galoshes, satin and pin seal finishes 
are particularly appropriate. A new fabric of 
silk and wool might do duty for both tailored 
and formal clothes. Fur trimming, enthusi- 
astically received in certain Northern sections, 
is growing as a general style item. 











Evening galoshes deserve featuring. It will be a 
big evening season—and every woman who buys 


\ es 5 
TEN G3 new evening slippers should be a prospect for a 
MSY y/ carriage boot’’ like this. 
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gram 

heel In the photographs we 
do a suggest three definite 
sb types of galoshes that 
Fall's can be promoted—tail- 


and ored gaiter, formal gaiter 
and evening gaiter. 


i Fall and gives a prize for the biggest sales figure 
. on rubber footwear. Another store begins to show 
galoshes when it begins to show shoes, placing 
sample pairs on the floor beside the chairs. While 
. store window space in fine Fall weather is prob- 
al ably too precious for galoshes, there is space in 
y every store interior where rubber footwear could 
. have its share of display. 
4 For such early-season high-lighting, and to 


[TURN TO PAGE 54, PLEASE | 
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In the Men's Shoe Picture for Fall 


Here are a group of patterns admirably adapted to the types of grained leathers 
most favored for men's shoes this Fall. Blucher types of shoes have a natural place 
in this picture, for they properly belong in the class of heavy weather footwear. 
The wing tip, smartly perforated bal is always a favorite for development in Scotch 
The crepe sole numbers are typical college and sport shoes for the Fall 
season. Note the broad extension soles used on a number of these shoes, also 
the new style of welting on the second shoe from the bottom at the lower right. 


grain. 
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F OR Fall the big question which looms up is whether 
or not grained, boarded and shrunken leathers will con- 
tinue to hold their sales appeal with the men of Amer- 
ica. Viewed however from all angles, the situation re- 
solves itself largely into one of personal opinion on 
the part of the manufacturer and the retailer. 

Many of the old timers in the business of providing 
men with footwear still follow the rule-of-thumb which 
holds that “What was good last season is sure to be a 
failure this year.” 

The fallacy of this saying has been proven time and 
again, yet some of the trade still repeat it. Right now 
certain operators, successful ones in the main, are most 
outspoken in voicing their convictions that boarded and 
grained leathers will not count for very much in the 
volume selling for Fall and Winter of 1934-35. Other 
equally good men’s style forecasters are increasing 
their orders over what they sold last year. The latter 
class anticipate that the new soft grained tannages will 
prove the one best group of multiple sale producers. 

Grained leathers for the coming season are just as 
good as the faith of the buyer in them. 

If he believes they will sell in his store to his 
clientele, he will clean up. Otherwise he had best to 
stick to the plain leathers and let the leaders get the 
cream of the extra pair business. 


LEATHER and shoe styles have a much longer period 
of public acceptance than those who are behind the 
scenes realize. It is just like a play. First the tryout 
period, then the Metropolitan production. If the show 
proves a hit, then the long run and the subsequent road 
companies. Following this comes the movie adaptation, 
with perhaps a theme song made popular over the 
radio. Those people behind the scenes have been sick 
of it for months. Yet the ultimate consumer market is 
not yet completely satisfied. 

Grained leathers have, “dressed up their act.” There 
are many new kinds of boarded, shrunken and grain 
surfaces that are well worth considering. 

During the recent but now past vogue for all black 
shoes, many men got along very satisfactorily with just 
one pair of plain smooth black shoes. That was not 
very good for pairage. Now, both the average man 
and the smartly dressed man has various shoes for va- 
rious purposes. 





THE FALL HARVEST 
IN LEATHER GRAINS 


By HARRY R. TERHUNE 
Field Editor, BOOT AND SHOE RECORDER 






Current clothing styles are in a large measure re- 
sponsible for this change. The drift away from the 
soft materials to the complicated checks and weaves, 
and the resulting trend in suits which are being worn 
for sport, business and college, bring into play a shoe 
entirely different from the type worn a few seasons 
ago during the all-black vogue. 

The logical new shoe which will be a volume seller 
is not the sleek, soft shoe but a rugged one specially 
designed for Winter wear. These shoes will be defi- 
nitely Fall shoes. There will be distinct brogues, dis- 
tinct half-brogues, distinct quarter-brogues and dis- 
tinct dress-shoes. In general, as shown by the illus- 
trations on the left-hand page, these shoes have more 
character; more of a “runabout” air; they are made 
mostly of brown grain leather—strictly mannish; they 
have heavy stitchings; large eyelets; plump soles; 
heavy weltings—sometimes reversed welts; some with 
cork soles; some with crepe soles, and all with good 
substantial construction for typical Winter going, 
wherever they need to be sold. 


BUYERS have gone into the merchandising of grained 
leathers with three different degrees of intensity. 

1. Those who follow the course of least resistance 
and bought lightly of a few Norwegian or Scotch 
“tight leather” grains. 

2. Others who have taken a chance with the boarded 
calf leathers, especially those new tannages having an 
almost elk finish. This tannage has a dull look, is rather 
sporty in the darker browns and so fills certain defi- 
nite style needs. 

3. Then the originators who have taken to the gen- 
uine pig, seal and shrunken leathers as well as the very 
heavy soft finish Scotch grains. 

Among the college trade there is a decided feeling 
that the new heavy soft grain leather, either calf or 

*seal, Blucher cut, will be a number one seller. Crushed 
leathers come right into the picture at this point. A 
new note is the introduction of grained leathers in the 
detailing of those popular thick crepe soled oxfords, 
so popular the past season as a general outing prop- 
osition. A number of stores located in Eastern college 
towns have indicated that they intend to feature shoes 
of this character for Fall wear. It is believed that these 
[TURN TO PAGE 49, PLEASE] 
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GIVE US “SHORTBACK™ 
A practical shoe man's conclusions as JT A OTS 


to causes of two common complaints 
about shoe fitting—and how they can 


be remedied 


IN fitting shoes, what are the most frequent problems 
that worry the salesman? What kind of complaints 
on fitting does the “complaint adjuster” encounter most 
often? Easy questions! There will hardly be a dis- 
senting voice from this answer to both: 

1. Shoes too loose in the heel. 

2. Shoes too short in the toe. 

In fact, outside of those two troubles, our complaints 
on fitting amount to practically nothing at all. As a 
whole, retail shoe salesmen are really competent and 
conscientious, doing their best to fit every pair long 
enough in the toes and tight enough in the heels—and 
still loose heels and short fits continue to cause most 
of the grief. 

It doesn’t seem right or reasonable! Why in the 
world should the points at which we work the hardest 
be the very points on which we fail most often? 

The shoe salesman gets the blame for the misfits 
and the near-misfits. But I contend our present-day 
lasts have one universal fault that is the beginning of 
our trouble. They are too long in the back part. The 
remedy lies in what might be called “short-back” lasts. 

Before going into details, I might say I'll take all 
the “blame” for this article. The Boot anD SHOE 
RECORDER did not ask me to write it. The assertions 
and conclusions presented here may not be orthodox. 
They simply represent my personal experiences ac- 
cumulated in just one place, the good ol’ fitting stool. 


THIS discussion refers especially to women’s shoes, 
though the same situation exists to a degree in both 
men’s and children’s shoes. Furthermore, I am talk- 
ing about shoes for the “ordinary” feet, which make 
up probably 85 per cent of our trade, leaving out of 
the present discussion any reference to the abnormal 
15 per cent. 

Now to work. Even a casual thought tells us that 
our fitting troubles are not distributed evenly over the 
size schedule. B and C width feet are “easy,” while 
AAA and AAAA feet are “hard.” They have always 
been hard and we have come to accept that situation 
without question. Short feet, too, are comparatively 
easy while long feet give us trouble. 

Yet I am not convinced these differences are nec- 


essary. I'll venture the assertion that all 9AAA feet 


When a_ customer 
cautions the salesman 
to "please be careful 
because | always have 
trouble getting the 
right fit," just what 
does she mean? Any 
shoe man knows in- 
stantly—she has had 
trouble with shoes too 
short in the toes or 
too loose in the heels, 
or both. Not onee in 
twenty times does she 
mean anything else. 
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BY MURRAY C. FRENCH 


and most of our 


are just as nearly alike as all 4B feet are. If that is 
true then we cannot blame the feet for our increased 
trouble in fitting the longer and narrower sizes. The 
fault is in the shoes. 

To quote one last manufacturer: “The attention of 
the shoe manufacturer and the pattern maker has been 
wholly centered on size 4B. They seem to believe that 
if the 4Bs fitted, all the rest of the sizes would take 
care of themselves. The small sizes do fit fairly well, 
but we have known for a long time that the larger 
sizes do not fit correctly.” 

We retailers, too, know that practically all 4Bs fit 
beautifully. But just how do the longer and narrower 


feet differ from the 4B feet? 


To answer that question we must think of the foot 
in two sections, one from the toe to the ball and-the 
other from the ball to the heel. Here now is the point 
of the whole story: 

1. As the length of the foot increases, the compara- 
tive lengths of the fore part and the back part change, 
the back part occupying a gradually smaller propor- 
tion of the whole length, and the fore part occupying 
a gradually larger share. 

2. As the width of the foot becomes narrower, ex- 
actly the same changes will be noted as above. 

In other words, the longer and narrower the foot, 
the shorter is its back part and the longer is its fore 
part—in comparison to its total length, of course. For 
instance, comparing the sectional length measurements 
of the average 7AAAA foot with those of a 4B foot, 
the 7AAAA foot will have a much greater proportion 
of its length in the fore part, and a much smaller pro- 
portion in its back part than will the 4B. 

I have tried to illustrate this principle in Charts A 
and B without making any attempt to show actual 
mathematical proportions. Just the idea. 

Obviously then, if all lasts up and down the line are 
made just like the 4Bs, the large sizes and the nar- 
row widths will be far too long in the back and too 
short in the front. 

But the last manufacturers have not been asleep all 
these years. Indeed not! They have been working 
along the very lines I have outlined in making short 
coupled back parts on the longer and narrower sizes. 
In fact, everyone in the shoe business must realize the 
immense improvement in the fitting of our present- 
day lasts and shoes over those we had a few years ago. 

But I contend a further shortening of the back parts 
on the longer and narrower sizes would be the greatest 


SS. 
&. 
VA 


pty 


fitting troubles 
will disappear 


boon that could be brought to the art of shoe fitting. 

Let’s get the real picture in any shoe store. When 
a customer cautions the salesman to “please be very 
careful because I always have trouble getting the right 
fit,” just what does she mean? Any shoe man knows 
instantly—she has had trouble with shoes too short in 
the toes or too loose in the heels, or both. Not once 
in 20 times does she mean anything else. 

The shoe man takes off her shoe and finds a typical 
7AAA foot, we'll say. The fore 
part fits, but when she steps down the sides gap and 
the heel is loose. In a half size shorter the second toe 
hits the end. In a half size longer and width nar- 
rower the ball is pinched. 

The customer says, “Now if we could only get the 
heel to fit like this short one and the toe to fit like 
.” She’s right, and he knows she’s 


He puts on a shoe. 


this long one . . 
right. 

She needs a “short-back” last. And I insist this sit- 
uation is not the exception; it is the rule with the large 
majority of feet over size 5 and under width A. 

Now it dawns on us that our trouble Number 1, 
shoes too loose in the heel, #s identically the same as 
our trouble Number 2, shoes too short in the toe. 
Provided the sizes are on the shelf, no salesman ever 
sells a shoe too short except because the longer one 
he tried on was too big in the back. In many a sale 
it is simply taking a choice between the two evils. A 
“short-back” last would avoid both. When we elim- 

[TURN TO PAGE 42, PLEASE] 


If the theories advanced by 
Mr. French in this article 
are right, something should 
be done about them. If 
they are wrong, they should 
be challenged. In either 
case they touch a vital spot 
in the shoe industry. BOOT 
AND SHOE RECORDER 
offers them in the hope that 
they will create discussion 
constructively helpful to the 
trade. 


What is your opinion? 


MURRAY C. FRENCH 
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By ARTHUR D. ANDERSON, Editor 
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OUTLOOK 


"Getting More Shoes Sold Right'" 


Easy Business Is Gone Forever 


RETAIL shoe business is getting tougher and tougher 
with every day’s passing. Merchants sighing for the 
“good old days” find out that in the stark reality of 
modern day merchandising, easy shoe selling is gone 
forever. Many merchants who have been through the 
economic battles of the past five years sigh for the 
peace that comes with prosperity still around the cor- 
ner. Some mentally exhausted men in business, beaten 
by the adversities of the depression, hope for a peace 
of mind but there is no such thing in sight. Life is 
infinitely more complicated and business is even more 
complicated than life itself. 

This is not a doleful dirge but a glimpse at the very 
truth that business must command the best of brains 
plus the constant attention of the man who would 
succeed. 

All these comments are the outcome of a study of 
men’s shoes. A man who had spent a lifetime in 
women’s shoes found the going too fast for his liking 
and seriously considered embarking in the men’s shoe 
business because that at least ran at a slower pace. 
But not today—for a change has come in men’s shoes 
as it has already come in women’s shoes and those 
numbers that were considered staples, good year in 
and out, are now as seasonal and perishable as women’s 
shoes. Each season’s shoes for men cannot rest on 
the success of last year’s pattern, material and price 
but must contain new features and possibly new last 
treatments—but certainly new colors and finishes in 
leather. No line of shoes stands still,- for constant 
change is demanded by the ultimate customer. 

When a store must woo the customer with new style 
and design each season, it faces the problem of look- 
ing at every sale of every pair of shoes as an objective 
of the best buying, the best planning, the best mer- 
chandising and the best shoe fitting possible. 4 

Such alertness in merchandising of men’s shoes is 
perhaps made two-fold in children’s shoes and four- 
fold in women’s shoes. The race quickens. Loss of 
profit, loss of patronage and even the loss of business 
life itself comes through the spirit of being satisfied 
with what has been done in the past. 

There is even style today in work shoes. The intro- 
duction of colored stitching on the uppers, plus new 
shapely foreparts has changed the old “bread and 
butter” work shoe into something quite as useful for 


retailing of shoes is no exception to the rule. 





the job and far more attractive. Believe it or not, 
some of our work shoes are now so smartly finished 
that college boys have bought them as knockabout 
shoes and brag about their stability. 

The introduction of suede leathers in men’s shoes 
nearly ten years ago, when a leather merchant in 
Boston experimented with reverse calf, has progressed 
to the point where heavy suedes are now the high 
style possibility of the present and the volume shoe 
of the future. 

All this restless progress puts a premium on alert- 
ness. Never has the shoe business had so many in- 
teresting side-lights. The problem, of course, is how 
to harness all this diversity to the practical machinery 
of turn-over. Quick turn-over is the basis of the new 
deal in business. Every shoe, in every line, on the 
shelves must be watched every day. The store that 
depended upon clearance periods to give it a traffic 
of customers and volume of business is discovering 
that two clearance periods a year destroys all possi- 
bilities of profit—even though the clearance sale has 
been sweetened with many new numbers bought espe- 
cially for “the ballyhoo” season. Clearance must be 
daily, weekly, monthly so that the goods on hand will 
always be fresh, salable and attractive to the public. 

We have contributed our part in speeding up the 
thinking of the trade by putting “the bee or emphasis” 
on Aug. 15 as the first national showing of Fall shoes 
to the public. No longer can a merchant wait until 
he is good and ready for the race. He must be on his 
toes to run for the money when the public is “in the 
money.” Ifthe early money of the season is the easiest 
to get, he must fight the public for every unwilling 
dollar so that he can divert it frem something else into 
the purchase of a pair of shoes. 

Many new men are coming into this business of 
ours who understand that the business isn’t a game 
or a social exchange of pleasantries but a serious battle 
for a share of the public’s purchasing power. 

In closing, remember this, in 1929 we had a total 
business in this country of around 83 billion dollars. 
Today the total business represents 34 billion dollars. 
We have as many stores in business today as we had 
in 1929 but competition alone for the lessened volume 
of dollars makes every business a hard business and 
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FX every person who bought shoes with Goodyear 
Wingfoot Soles two years ago, four are buying 
them today! 


Today, more people specify Goodyear Wingfoot Soles 


by name than any other sole. 


Isn’t that pretty good proof that Goodyear’s big adver- 
tising campaign in leading magazines is convincing 
millions that the Goodyear name is a mark of extra 
value on a shoe? 


Isn’t that pretty good proof that Goodyear Wingfoot 
Soles do help shoe sales—and that it pays to have them 
on the shoes you sell? 


THE GREATEST 


ale 


wl 


AMERICA’S 
FASTEST-SELLING 
SOLE 


WINGFOOT SOLES AND HEELS 





When writing advertisers please mention Boot and Shoe Recorder 
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A message to mothers appears 
on the front, the back of the card 
features your school shoes for 
children, growing girls and older 
boys. 






(STORE NAME) SHOES 
GUIDE aad PROTECT 
GROWING FEET 























Limited 
Budgets 


Even if a store could only afford to use 10 hand- 
written postcard messages a day—two hundred pros- 
pects could be reached every month at a cost of $2. 
Postcards sure do stretch limited budgets. 










COPY FOR "DEAR MADAM" POSTCARD 
(Illustrated Above) 


Easy fitting Summer shoes let children's feet spread. 
They have grown some, too. Before they go back 
to school, let us check your children's shoes and fee?. 
Proper shoes are as important as proper diet to 


their health and progress. Tie-up with national radio 
program featuring shoes 
















you carry. Several hun- 


COPY FOR SIMILAR CARD, ADDRSSED TO dred can be printed, and 


part sent out each week 


A YOUNG WOMAN over two or three weeks. 


Have you seen the new Fall Shoes at (STORE 
NAME?) If not, better drop around and look them WET FAI RWVAY S 
and SOGGY ROUGH 


over. It's a most interesting assortment of the very 
ca// for Store Names 


newest styles. For example, there are those new 
S<\ WATERPROOF SHOES 


crushed leather. Small designs that are the very 




























thing with tweeds and other Fall fabrics. Combina- 

tions, too, in oxfords, monks and ghillies. And the 

smartest cocktail slippers! You certainly should see 
them soon. You'll find it a real treat. 



























Golf shoes, hunting boots, scout 
shoes, nurse's shoes can all be 
sold. by postcard at lower cost 
to these specialized groups. Use 
series of cards. 
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I'D GIVE MOST ANYTHING IF 
| COULD ONLY GETA PAIR 
OF SHOES THAT WOULD LET 
ME WALK THE WAY YOU DO 








WELL, WHY NOT TRY THE 
SAME KIND | WEAR? THEY'RE 
(NAME) SHOES - THEY HAVE 
THEM AT (STORE NAME) AND 

THEY CERTAINLY KNOW HOW 
TO FIT YOUR FEET RIGHT 

















A simple but effective direct mail 
advertising campaign that involves 
very little expense but will reach 


the customers you hope to sell. 


An engraving is made of a hand- 

lettered ‘conversation message. 

Use the same cut in newspaper 

ad, with _shoe_ illustrations for 
tie-up. 


Postcard Promotions 


Postcards featuring rubber 

footwear can be made ready 

for mailing when a_ storm 

breaks. Have them all ad- 

dressed, ready to drop in 
the mail. 
































STORE NAME FALL SHOES 
FOR SPECTATOR ,STREET AND SPORT WEAR 
FULFILL EVERY NEED FOR STYLE WITH COMFORT 


(THREE OF NUMBER) NEW MODELS PICTURED 











S-T-R-E-T-C-H 


By R. E. ANDRUSS 


WueEN a moderate advertising budget is divided be- 
tween newspaper and direct-mail advertising, and then 
a portion of the direct-mail money is used, as it should 
be, for following up lost customers—postcards will 
help to stretch the remaining funds to the utmost in 
covering SELECTED LISTS to SPECIAL GROUPS, 
such as nurses, hunters, scouts and so on or to back 
up a specially important newspaper promotion. 

When a “personalized” card is desirable, reproduce 
longhand writing or a typewritten message; then fill in 
the names, making sure they match perfectly. 

Soft-colored backgrounds are pleasing; they are 
printed with a tint block. Reproduction of merchan- 
dise in natural color is effective. Colored borders are 
also used, but are less effective, usually—a band of 
color top and bottom is better. 

Enclosing a postcard with a special such as hosiery, 
and an order blank on one side, with return address on 
the other, in monthly statements, will make extra sales 
at a cost of only 2c. each for postage on orders re- 
ceived. (See postmaster about permit.) 

Some stores use double postcards which combine 
the monthly statement and a special. The special is on 
a return card. When folded and sealed with a sticker 
the bill is concealed. 


Postcard used to back up im- 
portant style promotion in news- 
papers and windows. Cards are 
sent to selected list, or to a 
selected section. 
























































FITTING RULE 






QUESTION—To my knowledge there 
seems to be no exact method of deter- 
mining flares of shoes (inflare, straight 
and outflare). As a result, many shoes 
are misfit as to last, producing corres- 
ponding foot ills. You probably know 
that it is common practice to fit inflare 
shoes on straight lasts and outflare feet, 
producing, as a result, excrescences and 
other kindred ailments on the external 
side of the feet, especially around the 
little toes. 

Do you know where I might obtain 
information relative to an exact method 
of determining the degree and type of 
flare of shoes? 

Yours truly, 
LAWRENCE Frost, D. S. C. 

Michigan Chiropodist Association 

Scientific Committee 
Lawrence Frost, Chairman 


Monroe, Mich. 


ANSWER: Your question is both in- 
teresting and timely in view of the many 
controversial points and ideas that enter 
into the discussion of Corrective Foot- 
wear. 

We readily agree with you that too 
many feet are “fitted” to the wrong type 
of shoes with the positive result that 
other ailments will develop. 

Your direct question as to where you 
might obtain information relative to an 
exact method of determining the degree 
and type of flare in shoes—is a difficult 
one to answer in as much as the best 
minds in the shoe industry do not agree 
on any exact method. Each manufacturer 
interested in the creation of “Corrective 
Shoes” is thoroughly and honestly con- 
vinced that the angle of the flare in his 
shoes is the correct angle. They all 
agree on “the fundamental principle of 
flares, but no two of them agree wholly 
on any exact method. 

Shoes are no different than any other 
“thing” that run in a “direction.” They 
go either straight ahead, to the left or 
to the right. 

Eyes are either normal, near sighted 
or far sighted. 

Teeth are either straight, or crooked. 
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A DEPARTMENT FOR 


RETAIL SALESMANSHIP 





Many questions relative to the 
science of expert shoe fitting come 
to the Recorder. A few recently 
received are given, together with 
the reply suggested by an able re- 
tail shoeman. 

The Recorder welcomes such 
questions, and will endeavor to 
furnish logical and satisfactory 
answers, so far as possible. 

We invite criticism of our solu- 
tions. We do not pretend to in- 
fallibility although we attempt to 
bring to the solution of each prob- 
lem the experience of eighteen 
fairly successful years in the shoe 
business. Discussion, criticism and 
suggestions will help as much as 
questions to make the Fitting Rule, 
the Open Forum of the Fitting Stool. 





A nose is either straight, pug or droop- 
ing. 

A road will run either straight ahead 
or veer to the left or right, and so with 
feet—there are but three types—straight, 
inflare or outflare. 

Each of the “examples” given here 
are for the benefit of illustrating the 
point we wish to emphasize. In fitting 
feet we are confronted with the same 
problems as the Oculist, the Orthodentist 
or the Plastic Surgeon. The exact de- 
gree of maintaining a normal, or cor- 
recting an abnormal condition must be 
judged by conditions as they exist. There 
cannot be, or at least there should not 
be any set rule for a degree of flare to 
correct a foot condition. 2 

Two of the principal features that are 
developed at conventions—whether for 
professional or commercial purpbses—is 
progressive development and the ex- 
change of modern ideas in order that 
perfection may be obtained. 

So far no exact method has ever been 
developed on any given subject. We 


need more and more idealists in the hope 
that some day the exact and perfect idea 
will be developed. 


QUESTION— Why is it that the sell- 
ing of shoes seems so much harder than 
it was a few years ago? Customers who 
were fairly easy to please, now are diffi- 
cult. I try to’sell shoes better, but the 
selling seems to be full of obstacles. Is 
it me, or has something happened to the 
shoe selling game? 


ANSWER: Too many retail sales- 
people fall into the habit of THINKING 
that they are selling merchandise. 
Actually they are selling IDEAS. 

Perhaps this statement needs to be 
clarified, so let me put it this way: Peo- 
ple do not buy things, they buy the USE 
of things. A pair of shoes is bought not 
simply for the sake of acquiring so much 
leather or fabric made up into a con- 
venient shape to fit the foot, it is bought 
because the customer wants what the 
shoes will do for her, and there are sev- 
eral factors of influence to prompt the 
purchase—utility, comfort, style, adorn- 
ment, etc. 

The underlying reasons for a purchase 
always involve an association of ideas. 

You may be dealing in merchandise 
but you are dealing with the human 
mind. Hence it is logical and correct to 
say that retail salespeople really sell 
ideas. A sale is a change which takes 
place in the mind of the purchaser. Only 
ideas can bring about any change in the 
human mind. 

Since that seems to be the case, to be 
a successful retail sales person one must 
be capable of developing and expressing 
ideas about the merchandise they are 
selling. It is not enough to know de- 
tails of its manufacture, what it is made 
of, how it is put together, why it differs 
from some other similar article. One 
must know the ideas which a customer 


. naturally associates with the article, then 


present those ideas in the language of 
the customer’s self-interest. 

It is the ability to advance ideas that 
will be of especial interest to the cus- 
tomer, which makes the difference be- 
tween intelligent salesmanship and mere 
clerking. 

J. L. H. 
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A STORE ON WHEELS-— 
TO SERVE 


THE GREAT 
OPEN 
SPACES 


Fitting the family of a rancher from the itinerant truck of 


F, M. Light & Sons 


THE famous prophet is quoted to this effect: “If the 
mountain won’t come to Mohammed, Mohammed will 
go-to the mountain.” 

Heads of the shoe department at the F. M. Light & 
Sons Clothing Co., Steamboat Springs, Colo., had much 
the same thought in mind when they decided to take 
shoes to several hundred customers located within a 
radius of something like 150 miles of Steamboat. Their 
decision has meant the sale of thousands of dollars 
worth of extra merchandise over a period of several 
years. While this doesn’t hold true today, in good 
times the firm averaged between 500 and 600 extra 
pairs per month as a result of the plan. 

The plan in use is an ideal one for stores situated 
in territories such as this one where neighbors are 
likely to be anywhere from 20 to 50 miles apart. It 
eliminates the necessity for buying from distant mail 
order houses—the solution many people in other ranch- 
ing territories have resorted to. 

The Light company operates two special trucks, 
which cover the entire trade territory at least twice 
a year, sometimes going to points as much as 500 or 
600 miles distant. The regular trips are made in Spring 
and Fall, but if business is good, an extra one is made 
during the Summer months. 

The trucks—having large, fully inclosed bodies— 
cost $1,365 each. Of course, operation costs vary a lot, 
but they are not at all prohibitive. 

In each trunk is carried a complete sample line of 
clothing and shoes. The stock is kept in tightly fitted 
metal cases so that it can be carried in and out of 
ranches during bad weather without damage; of course 
this plan also facilitates handling. 


How the F. M. Light & Sons Cloth- 
ing Company, Steamboat Springs, 
Colorado, serviced a wild area of 
six hundred square miles and found 
in it arich market among the ranch- 
ers who could not "get to town." 


The shoe stock contains around one dozen work and 
dress shoe samples and about 10 more samples of high 
cut boots, work boots and cowboy boots. If a man 
can’t find what he wants in this assortment, he can 
order anything he wants in a made-to-specification line. 
Surprisingly, about half the cowboy boot sales are of 
this variety. 

No actual sales are made from the trucks. Orders 
are taken and mailed to the store every day so that 
they can be filled and shipped immediately. 

A tour of the territory requires a good many weeks. 
The usual plan is to spend a night at the ranch, getting 
thoroughly acquainted with the prospects. As a result, 
orders of $100 or more aren’t at all uncommon. The 
men always insist on paying for their lodging when 


, Visiting customers. 


“When we first started operating the trucks, every- 
body told us the plan wouldn’t work,” says C. W. Light, 
one of the three brother partners. “But we’ve been using 
the scheme for several years and it has yielded us one 
of the most profitable portions of our business. The 
reason is simple. We have a definite, efficient system 
for handling the trade, and have the proper equipment. 
The idea is thoroughly practical but it can’t be ex- 
ecuted in a haphazard manner.” 
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A NEW LIGHT 
Children's Shoes 


Light Diffusion and Color Scheme 
Aid Selling in Los Angeles Store 


Ir you do not realize that scientific light diffusion and 
artistic color combinations have much to do with sell- 
ing shoes in a junior shoe department, a trip to the 
Broadway Department Store at Los Angeles will be 
convincing. 

in revamping and refurnishing the third floor of 
this great store, light and color in the children’s shoe 
department got first consideration from R. E. Ashbrook, 
equipment manager as well as fixture buyer and de- 
signer for the company. 

The lighting arrangement is the last word. There 
are no overhead ceiling lighting fixtures, for the elim- 
ination of glare was thought fundamental. Skirting the 
entire room and so completely traversing one side of 
the junior shoe department is a hanging cornice with 
a lower surface of flashed opal glass. In the channel 
of this cornice light bulbs are spaced saw-tooth fashion, 
and curving X-ray reflectors are so placed as to throw 


85 per cent of the light rays against the off-white ceil- 


BROADWAY DEPT. 


ings for refraction as indirect light with 15 per cent 
finding their way directly, yet obliquely, through the 
softening opal glass. Both direct and indirect light are 
needed, Mr. Ashbrook states, but comfort as well as 
perfect diffusion demands that the greater portion be 
indirect. 

Carefully spaced and standing 72 inches high are a 
number of especially built torchiers which project all 
their light to the ceilings to be refracted in such a way 
as to blend with the light from the hanging cornice 
and accomplish perfect diffusion. 

A light meter has been used in every nook and corner 
of the department and at no place does it register less 
than 12 nor more than 14 candle power. During the 
winter months more light will be used through the 
substitution of larger bulbs partly, however, to supply 
additional heat. It is thought that the heat thus gener- 
ated will reduce heating cost almost enough to make 

[TURN TO PAGE 49, PLEASE | 


STORE ...LOS ANGELES 


Interior of the attrac- 
tively furnished and 
scientifically il- 
luminated third - floor 
junior shoe department 
of the Broadway De- 
partment Store, Los 
Angeles. 
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WILL YOU PULL COMPLETELY 


oer oF FE™ DEPRESSION? 


Ir you’RE hoping to rebuild your business on a 

sounder, more profitable basis than ever, now is 
) the time to lay your plans. The New Douglas 
Deal will help you! 

Keep this in mind: When you get down to 
bare facts, your store is nothing more than a line 
of shoes. The reputation of the manufacturer 
who makes your shoes is a clue to the reputation 
you'll build for yourself. If his is good — yours 
will be good. So, the first step in putting ‘your 
he business on a better basis than before the De- 





pression is to get the right line of shoes! 
Consider the advantages Douglas offers! A half- 
he century of trustworthy manufacturing that is na- 
tionally known and respected. Popular prices. 
Liberal mark-ups. National advertising. And... 


a 
“a 275 Styles In Stock 
ice The W. L. Douglas Shoe Company specializes in 
style and quality. We don’t offer you just a few . 
er types of shoes — but all types to appeal to every 
ESS age and taste. 275 styles — in all sizes and widths, 
he and all the popular Fall leathers, lasts, and pat- 
he terns — make it possible to build your business 
sly on the broadest scale. You will gather your cus- 
er- tomers from all stations of life; turn every pros- 
ke pect into a customer; suit him to his satisfaction; 
E| and bring him back again and again. 


The New Douglas Deal is doing that. It is not 
a dream — but a fact that is working profitably 
for Douglas Dealers. It can work as well for you! 
Mail the coupon today for more information. 


W. L. Douglas Retail Prices for Fall, 1934 


$3.50, $4.50, $5.50 

Lady Douglas $3.50, $4.85 
start at $7 

Lady Douglas Normal-Treds ................cccscesssseseees $6.50 


(with patented, scientific, corrective features) 


DOUGLAS SHOES 


™ _ AMERICA’S FAMOUS SHOE-VALUE 


il- 2 ~ 
a The famous price-stamp W. L. Doucias SHOE Company, 
' Lo ; $ . on the soles of W. L. Brockton, Massachusetts 
an a ' 4 * Gentlemen: 
Je- Se ) a Douglas Shoes = OD Please have your representative call and tell me about the new 
 ° 1, ; strong selling-point. It Douglas Line and Policy. 
.OS an 4 guarantees honest value C Please send me a catalog of the New Douglas Styles for Fall, 1934. 


to your customers... | | ee eee ae eres 
and guarantees your full 
margin of profit. 
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* 


Many retailers get a turnover of eight 
to twelve times a year with Pollyannas. 


* 


Pollyanna’s constructional features in- 
terest parents immediately. i 


* 


Fast, grown-up looking styles for the 
ehildren of today who tell their mothers 
what she shall buy—staple juvenile 
looking styles to satisfy the mother who 
tells the child what she must wear. 


* 


a A complete range of sizes and widths 
available from stock makes fitting easy 
and right. 


Pollyannas, exclusive of their features, 
are fine value for the money. They 
make satisfied customers. 


* 


You can make money with the Polly- 
anna franchise. Write today. 
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A patented feature avail- 
able only in Pollyanna 
Shoes. 

Keeps feet healthy and comfertable 

idrosis 


Ryser (excess 
a ne ef the several 
















No. 6851 


Brown Calf Blucher Oxford, 
Brown Crushed Tongue, 


heel. 
In stock, AAA to C 














HEALTH 
SHOES 
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this nationally famous 
juvenile orthopedic 
shoe RETAILS AT 


Pollyannas were the first and are the only branded ortho- $ QO QO 
pedic feature shoes for children retailing at this popular 

price and backed by a stock service with a complete range 

of sizes and widths. The success of Pollyanna dealers has SIZES 
been phenomenal due to the remarkable repeat business 


which this line builds. 


Pollyanna shoes this season include not only staple pat- 
terns, but many highly styled patterns so attractive to the 
children of today—styles designed to please the eye with- 
out sacrifice of comfort or foot health. 


The retail price is in the range where most people buy— 
and offers you a substantial markup. 


The constructional features are sound—many of them ex- 
clusive. They appeal to parents and children alike. 


Few lines of juvenile shoes have such a wide variety of 
sizes and widths—enough to fit any normal foot perfectly. ilies 


Black Crushed Kid 


All told, Pollyannas offer a certain way out of destructive Me lA. 


competition—a way to steady and satisfying profits. Write 
now for complete information. 


Mer S Mader Soe Co. 
ANNVILLE, PENNSYLVANIA 
Shoe Makers for Three Generations of American Children 


No. 6812 
Brown Calf 
Two-Buckle Oxford 
In Stock—A to D 


Ne. 1801 
Brown Crushed 
Kiltie Tongue Oxford 
In Stock—A to D 
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GUNN & CRITZER...SPOKANE, WASH. 


Selling 


Foot Health 
Through 


| Windows 


Corrective Shoe Displays Should Be 

Attractive as Well as Educational, 

and Should Tell Their Story Simply, 

Playing Up Both Service and Style 
Points of the Shoes 


Two special feature 

shoe windows that 

also stress the style 
appeal. 


KILLIAN 


SHOE merchants who sell both “high style” and ortho- 
pedic types of footwear often encounter a rather diffi- 
cult problem in trying to reconcile their window dis- 
plays to meet the requirements of the two kinds of 
merchandise, which admittedly call for an entirely 
different angle of sales presentation. It is the exper- 
ience of most retailers that it is practically hopeless 
to attempt to do both jobs together by showing style 
and corrective types of footwear in the same window. 
The customers who buy corrective shoes represent an 
entirely different class from those who are in the 
market for the more extreme novelty types, the motives 
that induce them to buy are different and the methods 
of sales promotion called for are so widely at variance 
that a window display designed to show both classes 
of merchandise usually fails to accomplish really ef- 
fective results for either. 

It is true that we cannot afford to overlook the style 
angle in the promotion of corrective types of shoes, 
for practically every shoe man who has had any ex- 
perience in selling this class of footwear has learned 


COMPANY . 


gehts 


. . CEDAR RAPIDS, IOWA 


from experience that the one big obstacle that stands 
in the way of increased orthopedic sales is the unwil- 
lingness of a large number of prospective customers 
to sacrifice their preference for pretty shoes to the 
more practical considerations of comfort and fit. Man- 
ufacturers of most corrective lines have gone a long 
way toward obviating the necessity of choosing an 
awkward, cumbersome type of shoe merely because 
the customer happens to have some problem of fitting 
that calls for a special feature shoe. 

Most orthopedic lines today present a sufficient va- 
riety of really attractive designs and patterns to satisfy 
the requirements of the average reasonable customer, 
and that’s a very important point to emphasize in all 
of our displays and promotions of orthopedic shoes. 
Nevertheless, we must keep in mind also the fact that 
the girl or matron who wants “high style” is not 
interested in the types of shoes which the shoe man 
classifies as “orthopedic” or “corrective.” If our ob- 
jective is to build a successful orthopedic business or 
department, we must plan an altogether different line 
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THIS NEW PRODUCT 
IS MADE TO FILL A 
GREAT DEMAND 


Dr. Scholl’s Shoe Deodorizer and 
Sterilizer was only originated after a 
great demand for it had been care- 
fully observed by none other than 
Dr. Scholl. Practically everybody is 
a potential customer for this product. 
Each bottle contains a screw cap 
which can be replaced by the sprin- 
kling attachment. The complete retail 
price for the product including 
sprinkling attachment is 


S0° A BOTTLE 


Wholesale price is $4.00 a dozen. . 


If you haven't this product in stock 
—order it at once. 
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Here is a new product, just originated by 
Dr. Wm. M. Scholl, international foot 
authority. Once more—he has observed a 
gtowing demand—and he is meeting that 
demand. 


You can participate in the profits by sell- 
ing this new necessity . . ..in your store. 
Every customer is a prospect. 


Dt Scholls 
SHOE DEODORIZER 
AND STERILIZER 


This is a special preparation, compounded from specific chemi- 
cals, that sterilize the inside of shoes by destroying bacteria and 
fungi spores, the cause of Epidermiphytosis, Ringworm, “Ath- 
lete’s Foot.” Prevents reinfection from shoes or slippers and 
checks excessive perspiration. To be used in shoes only. Put 
up in an attractive bottle with screw cap that is easily replaced 
with spray attachment. 

This is the very time for you to stock and sell this new product. 
This is the season when people visiting public lockers, bathing 
pavilions, and club houses—tread where many others have tread, 
thus contracting Athlete’s Foot, Golfers’ Itch, itching feet and 
toes and similar foot conditions. 

In addition this is a product that can be used by practically every 
shoe store customer. In mid-summer when the feet perspire 
excessively the customer should be told about this Shoe De- 
odorizer and Sterilizer. Sprinkled up into the fore part of the 
shoe and left for twenty-four hours it not only removes and kills 
all the germs of Athlete’s Foot but it sterilizes the entire shoe so 
that when worn again it will not so readily cause the feet to 
perspire so excessively. 











Don’t Forget to Offer the Complete Treatment 


Whichever of the two articles the customer demands it is your cue 
to recommend the other in addition. If the customer asks for a 
jar of Solvex recommend the Shoe Deodorizer and Sterilizer. If he 
or she asks for the Deodorizer ask about the foot condition and then 
recommend Solvex. The two go hand in hand as a complete and 
effective treatment. You can in many instances add the third item 
for complete treatment and that is Foot Powder or Bromidrosis Powder. 


THE SCHOLL MFG. Co., INC. 


Manufacturers of Dr. Scholl's Foot Comfort Remedies and Appliances 


213 W. SCHILLER ST. 62 W. 14th ST. 
CHICAGO, ILL. NEW YORK, N. Y. 
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GROUND GRIPPER . . . NEW YORK 


This window is a good example of the 
educational type of orthopedic shoe display. 





of customer approach for this class of window dis- 
plays, advertising, sales promotion and selling. 
Selling orthopedic shoes is primarily a service func- 
tion, professional in character, in much the same de- 
gree that fitting and selling eyeglasses is professional. 
It calls, first, for the education of customers so that 
they will appreciate the need of the service and the 
advantages of the specialized types of shoes which the 
store is selling. Orthopedic shoe windows, therefore, 
should, first of all, be educational windows, designed 
to teach prospective customers what the shoes will do 
for them in the way of providing greater comfort, foot 
health and the general well being and bodily efficiency. 


A. good orthopedic window should explain the dis- 
tinctive features of the shoe and its advantages in a 
way that is sufficiently striking and interesting to im- 
press the sort of people who might be interested. It 
should get its message over simply and directly, with- 
out going in for too much scientific analysis or detail, 
which would tend merely to cause customers to lose 
interest before the story was half understood. 

Having told the story of the shoe’s special features, 
the orthopedic window should also stress the fact that 
the styles and patterns are attractive, for this will tend 
to enlarge the field of customer prospects and increase 
the range of sales possibilities. 

If a window is designed to show people that a cer- 
tain special feature shoe not only affords foot com- 
fort but is also available in styles that will meet their 
approval, then that window will attract many people 
who would turn away from a display built solely 
around the idea of the scientific principles of the shoe. 

One way to impress customers with the fact that 
orthopedic shoes may also be attractive from the stand- 
point of style is to present them in windows having a 
style atmosphere. We gain our impression of the at- 
tractiveness of things largely from the effect of the 
environment in which we see them. A shoe looks smart 
and fashionable when it appears as part of a smart, 














KLEINHANS CO.... BUFFALO, N. Y. 








An attractive display of men's special 
feature shoes, emphasizing both style and 
service angles. 





attractive window display. The same shoe, in a dull, 
uninteresting window, would hardly attract a second 
look. Especially is this true in the case of women’s 
shoes, for women are much more responsive to the 
style appeal than men, and are less likely to decide 
their purchases on the basis of the practical considera- 
tions of service, fit and price. 

The windows that are illustrated in connection with 
this article were selected because they illustrate the 
possibilities of displaying special feature types of shoes 
in such a way as to emphasize their selling points, in 
windows that are also attractive to the eye because they 
are interesting and modern in design and treatment. 

If you sell both style and corrective footwear, the 
best policy in planning your window displays is to 
give beth classes of merchandise a reasonable and 
logical proportion of your display space. If the pro- 
portion of business runs fifty-fifty, and you have two 
windows available, you could well afford to devote 
one window to orthopedic shoes practically all of the 
time. But it is much better to alternate the windows, 
rather than keep the correctives in the same window 
constantly. If corrective business accounts for 25 per 
cent of your volume, and you have only one window, 
then you should plan a corrective window for at least 
one week out of every month. In that case there should 
be a show card or announcement of some sort in \our 
window at all times calling attention to the fact that 
your store is headquarters. 

One more way of solving the display problem is 
through changing the windows twice a week. Give 
Tuesday to Thursday to the spot lighting of the special 
features of the health shoes, then devote Friday to 
Monday to the style or price footwear. Investigations 
revealed that the style and price-minded public are 
more active shoppers during the end of the week than 
at any other time. Even over the week end, ortho- 
pedic footwear may be given a prominent night-time 
display by the using of a shadow box, either in the 
window or in the store door. 
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SELLING AVERAGE 


It's an advantage in buying to have the names of shoe manufacturers making shoes 
that carry KISTLER “BENCH BRAND" LEATHER SOLES. Write us for them. 


This chart represents a side 
of leather The part used for 
KISTLER “BENCH BRAND” 
SOLES is about 13% of the 
whole side 


A higher selling average is the objective realized when 
an incentive for buying is created. “Knee Action”, “Twin 
Ignition”, “Superchargers”, are significant angles of that 
premise. We contend that more men’s shoes will be sold 
when it is more fully realized that the strategy of shoe 
merchandizing runs parallel to successful motor car 
distribution. 


KISTLER “BENCH BRAND” 
SOLE LEATHER 


can be a winning selling feature. Its appeal to the human 
passion of getting the most for the money, is an ir- 
resistible incentive to buy. Its flexible, moisture-resist- 
ing, serviceable, easy-on-the-feet characteristics, are 
sales’ arguments to conjure with. Its capacity to carry 
our brand mark—a symbol of open dealing—should be 
reckoned with. The zenith of business strategy is to play 
up a good thing. 


Lsiler 


LEATHER COMPANY 


-BOSTON- MASS: 





When writing advertisers please mention Boot and Shoe Recorder 





{ 
if 
‘1 
$ 
: 
+ 
t 
i 
f” 





36 


BOOT AND SHOE RECORDER, August II, 1934 


SPREADING the SERVICE 


Shoe Fashion Group enlarge 
checking system to non-members 


BECAUSE many non-member manu- 
facturers have expressed their desire to 
cooperate with the Shoe Fashion Guild 
of America, Inc., and have requested the 
Guild to inaugurate some form of ser- 
vice that would assure the non-member 
manufacturers that they were produc- 
ing styles that do not conflict with Guild 
members’ designs, the Guild has insti- 
tuted a checking service for these non- 
members. This new service is outlined in 
the following resolution of the Guild 
which was adopted in a meeting of the 
Guild members July 24, 1934: 

1. “Manufacturers who are not mem- 
bers of the Guild may submit their 
styles to the Guild for the sole purpose 
of having such styles checked against 
the Guild’s records of members’ regis- 
trations and unregistered applications 
for registration and of non-members’ 
submissions. Each such submission for 
checking shall be upon forms to be fur- 
nished by the Guild, and shall be accom- 
panied by a fee of $5.00 for each style 
so submitted. The said fee shall be the 
fee for the submission of a style for 
checking and shall belong to and be 
retained by the Guild whether or not 
said style be found in conflict with any 
style previously registered or submitted 
for registration by a member or sub- 
mitted by a non-member for checking. 
The Executive Manager of the Guild 
shall stamp each such non-member’s 
submission with the date of receipt and 


Restriction by 
Resolution 


By a resolution passed by its 
members the following provision 
has been adopted and added to 
the rules and regulations and 
code of ethics and fair practices 
of the Shoe Fashion Guild of 
America, Inc. 

"No member of the Guild shall 
show or sell its lines to any per- 
son, firm, or corporation (or any 
representative thereof) who shall 
wilfully disregard the rights and 
interests of any member of this 
Guild in styles created and reg- 
istered by such member with the 
Guild." 


with the date and time of postmark, and 
shall notify the submitting non-member 
whether or not the style so submitted is, 
in his opinion, in conflict with any style 
previously registered by any member 
of the Guild, or the registration of which 
shall have been previously applied for 


of the GUILD 


by any member of the Guild but not 
granted, or with any style previously 
submitted by any non-member for check- 
ing. 

2. “Neither the receipt nor reten- 
tion by the Guild of any submission made 
by a non-member hereunder, nor any 
action taken thereon, shall be deemed to 
or constitute registration of such style, 
nor give rise to any obligation whatso- 
ever on the part of the Guild towards 
the non-member submitting the same 
nor confer any rights upon such non- 
member. 

3. “Retailers purchasing from a non- 
member styles which shall have been 
previously checked by the Guild for such 
non-member as not in conflict with any 
Guild registration, shall be free from 
any subsequent claims by any Guild 
member that such styles are in conflict 
with any styles registered with the 
Guild.” 

This resolution was also adopted be- 
cause many retailers wished to be as- 
sured when purchasing from non-mem.- 
bers, that they were not buying shoes 
that would conflict with Guild members’ 
registered designs. Under this new ser- 
vice a non-member manufacturer who 
has had his styles checked through the 
Guild files can assure the retailer that 
his styles will not conflict with the Guild 
member designs and the retailer will be 
able to cooperate in a most satisfactory 
way with the Guild. 








Top Grades Active 


DENVER, CoLo.—A checkup just com- 
pleted by M. Morger, manager of a 
Nunn-Bush store here, shows that so 
far this year, 25 per cent of his total 
sales—this includes sale periods and 
everything—have been made on $10 
and $10.50 shoes. During the first 
week in January, the Denver store was 
high for the United States in the Nunn- 
Bush group, running 48 per cent on 
the highest priced shoes carried. 

“It’s merely been a question of con- 
sistent suggestion,” says Morger. “We 
have made it a policy to show our best 
shoes to every customer. Numbers 
of $10 sales have been made to people 
who didn’t look to have 10 cents in 
their pockets. Our present plan is to 
bring out all three price lines in the 
customer’s size and style and let him 
compare them. 

“We find that the policy has greatly 
increased repeat business and recom- 
mendation sales. Once a man buys $10 
shoes, he comes back for more. And, 
in many cases, people have personally 
brought in new customers because they 
were so pleased with the better grades.” 


Salt Lake City Style Forecast 


SaLt Lake City, UtTaH—“We believe 
fabric shoes for women will be very 
much in demand from August 6 to 
about October 20,” declares Lynn 
Knowles, manager of the Walk Over 
Shoe Store. “These shoes must carry 
fancy tips and quarter foxing of patent 
leather or light weight calf-skin. We 
estimate their sales will run as high 
as 35 per cent. From October on we 
anticipate a decrease in fabrics. Suede 
with harmonizing trims will then be 
popular. Patents and calf leathers in 
black and brown crushed leather will 
lead sales. We anticipate that black 
will predominate, browns will run close 
second, blues, fair, and that the new 
novelty color will be green.” 





More Dress Shoes Selling 


MILWAUKEE, WIsS.—R. J. Dempsey, 
sales manager of the Weyenberg Shoe 
Manufacturing Company, reports that 
sales of black dress shoes for men are 
very promising at the present time. 
The firm’s new Fall line was recently 
announced. The early Fall buying sea- 
son will stimulate sales, Mr. Dempsey 
believes. He also reports an increasing 
demand for tan shoes. 


Out O' Door Styles 


Boston, Mass. — Business in Fall 
styles is starting early with whole- 
salers, retailers planning to show new 
Fall styles Aug. 15, and some of the 
wholesalers have in mind the thought 
to keep folks out of doors wearing out 
shoes when the Fall comes along, and 
so they are featuring out of door styles, 
which some may take as sport shoes by 
another name. However, the idea is to 
promote the out of door wear of shoes, 
tramping through the brown autumnal 
woods, hiking over the hills and so on 
for active foot work. 





Continuous White Season 


WESTWOOD VILLAGE, CAL. — Strong 
endorsement is being given the five-eye- 
let tie by the customers of The West- 
wood Hills Boot Shop. Suede and kid 
combinations are leading in popularity 
so far this season. 

However, coming first in volume even 
during the Fall season are whites, while 
sport shoes and slacks are expected this 
year to sell in volume throughout the 
entire Winter season. The demand for 
white sport shoes by women and girls 
in west Los Angeles as a year-around 
proposition is gaining. 
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= | shoe designs 
h style, 
vhatso- 
owards ~ waft e@ hee 
> Same 
h non- 
a non- Yn a far reaching decision recently handed down by Judge 
i = Bondy of the U. S. District Court for the Southern District of New 
th, any York, a preliminary injunction was granted to |. Miller & Sons, Inc., 
” Guild a member of the Shoe Fashion Guild of America, Inc., restraining 
‘~~ a shoe retailer from selling two different shoe styles which were 

held to be infringements of the Miller design patents 91895 and 
ted be- 91589 
be as- \ 
jpetee One of the shoes sold by the defendant was a line for line copy of 
spend an |. Miller style covered by Design Patent No. 91589. The other 
oa shoe sold by the defendant embodied certain changes but still 
hen retained the ornamental motif of the |. Miller shoe from which it 
» Guild was copied and which was covered by Design Patent No. 91895. 
‘di With respect to both, the Court held them to. be infringements, 
stating that: 
‘iti: “the same impression is made by the patented 
designs and the shoes sold by the defendant.” 

Fall 
ick This decision marks a turning point in the shoe industry, for it 
a answers the question which has been in the minds of many manu- 
hought facturers and retailers regarding the propriety of invoking the 
“| — design patent laws to prevent piracy of shoe styles. 
styles, 
oes by |. Miller dealers can continue to resize on strong- 
tin selling patterns, secure in the knowledge that 
graye |. Miller does its utmost to protect its patterns and 


keep them original and exclusive at all times. 
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National Shoe Retailers 


ASSOCIATION NEWS 
AND TRADE VIEWS 





A Good Start on 
Fall Business 


N order that the shoe industry shall be 
[': accord with the other clothing indus- 

tries in the country in respect to the 
dating of the Fall Season, the National 
Shoe Retailers Association has announced 
the Fall Shoe Season will start on Aug. 15. 
This is the first time in the history of the 
shoe industry that a concerted national ef- 
fort is to be made with the purpose in 
mind of starting the season early. 

John J. Holden, executive manager of 
the National Shoe Retailers Association, 
issues the following statement from head- 
quarters, Empire State Building, New York. 


“Fall Shoe openings in every city 
and town in America will start Aug. 
15 by showing new Fall Shoe Fashions 
in Footwear. Local retail shoe asso- 
ciations have been notified to com- 
mence advertising and promotion at 
this early date. The factors responsi- 
ble for this decision are preparation 
for Labor Day and the Opening School 
Season; for both events are early be- 
cause Sept. 1 is Labor Day. 

“The public of late years is more 
and more anticipating next Season’s 
wants. In research conducted by the 
Association, it was discovered that the 
public has more money to spend for 
apparel during the month of August 
than at any other similar period dur- 
ing the year. The peak of the vacation 
period is over and the public is recep- 
tive to smart new fashions in footwear 
to be worn at Autumn events. Those 
forerunners of fashion who deem it 
smart to be early play a great part 
in the stimulation of business so that 
reorders in August and September in- 
crease the manufacturing output, put 
a number of employees at work and 
industrial payrolls and the services of 
supplies back of the lines.” 
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For Common Effort 


What are the activities that business 
men find can be most effectively 
handled by common effort of those in 
their particular line of business? What 
types of organization effort seem to be 
most generally useful? How do the 
activities of producer organizations 
compare with those of distributor or- 
ganizations? Of wholesale organiza- 
tions, with those of -retail organiza- 
tions? What are the principal activities 
of the national, state, and local trade 
associations? 

A definite study is being made by 
the N.S.R.A. to supply the answer. 
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| 
| 
} 
} 
| 


| 
| 
| 
| 





Useful Life of a Local Shoe Retailers 


Association 
By Mose Leibowitz, York, Pa. 


N @ recent address to members of 

his local Shoe Retailers Association, 
Mose Leibowitz, York, Pa., cited clear- 
ly the advantages of local organiza- 
tions. The National Shoe Retailers As- 
sociation believes with Mose Leibowitz 
that local associations are of a distinct 
value and that every shoe retailer 
should belong to one. To outline the 
purposes and plans of such an organi- 
zation, we are going to quote from Mr. 
Leibowitz’s speech to his organization 
in York, Pa. 


“We, today, see the consolidation and 
mergers of giant organizations. Why 
are all these consolidations and mergers 
taking place? Simply because the men 
of influence realize the immense value 
of pooling all the resources for the 
common good of the organization. 

“What is true of these larger organi- 
zations is also true of smaller ones. 
Now, let us take our own problems. 
What is the future status of the in- 
dividual shoe retailer? Unless they 
band themselves together for the com- 
mon good the same as the big fellows. 
they will be submerged. Now, how can 
this be accomplished, you will ask. 
Only by getting all your shoe men in 
your city together and then organize 
and bring your problems to every meet- 
ing. One idea will lead to another nad 
you will be surprised how easily the 
problems which seemed so difficult will 
be solved. Many of your so-called ills 
will be cured. 

“The advantages of a local shoe re- 
tailers’ organization, regardless of the 
size of the city, be it a town of 10,000 
or a city of 100,000, are manifold. Take 
for instance, our city of York, Pa., with 
its estimated population of 58,000. 
Here we have an organization in exis- 
tence since March, 1920. Up to the 


present time we have not missed a 
single meeting. 

“Each member alternates as host arid 
has the meeting in his own place of 
business. This alone creates that 
brotherly feeling which is so much 
warmer than if it were held in a club 
room or some other place designated 
for the purpose. 

“The interest of the members is kept 
at high pitch all the time. We always 
have a reporter from one of the local 
newspapers present at our meetings. 
and he, in turn, gives the organization 
a commendable write-up in the papers. 
The item alone is of immeasurable 
worth to the local retailer whether he 
is a member or not. Every shoe retailer 
receives the benefit of this publicity. 
This write-up usually contains propa- 
ganda of new styles and in general 
gives the public an idea as to just what 
is what in the shoe style game. 

“Our meetings are always open to 
visiting shoe men. This, too, makes a 
better feeling of fellowship among the 
shoe fraternity. At these meetings we 
always manage to have some member 
prepare a treatise on any subject relat- 
ing to the shoe industry. 

“We endeavor to enlighten the buy- 
ing public by cooperative advertising. 
explaining the many merits of the con- 
struction of various types of shoes. 

“Here are only a few of the many 
advantages of being combined into a 
strong local organization. You will 
agree that strength lies in big round 
numbers. Whenever any legislation is 
proposed by the local, state or national 
law-making bodies, which is a detri- 
ment to the shoe industry, you can take 
immediate action through your local or- 
ganization, which in turn gets coopera- 
tion from your state or national orgun- 
ization. Thus you get recognition 
because of your strength.” 
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Association 


Service Center For Retailers 
3022 Empire State Building, New York 


JOHN J. HOLDEN, Manager 


















SPRING STYLES CONFERENCE 


The All-Trade Laboratory of Fashion— 
Sept. 24, 25, in New York 


HE N. S. R. A. announces that 

Spring and Summer and Style Con- 
ference of the Allied Industries is to 
be held at the Hotel Astor, Sept. 24 
and 25. In preparation for the semi- 
annual event which has been sponsored 
by the National Shoe Retailers Asso- 
ciation in cooperation with the Tanners’ 
Council of America, Incorporated, a 
series of executive meetings will be 
held in the next six weeks. 

The first pre-conference consultation 
will be with Mrs. Margaret Hayden 
Rorke, who returns in mid-August from 
studies with the color authorities in 
Paris and Vienna, dyers of silk in Lyons 
and couturiers of the European water- 
ing resorts. 

Official color committees reconcile 
European Fashion Trend with Ameri- 
can Style possibilities. The next meet- 
ing balances the opinion of American 
Shoe Stylists of the color trend as de- 
termined at the next meeting. Subse- 
quent meetings will be with committees 
responsible for the American leather 
exhibits. 

While all this is going on, style run- 
way committee is laying its plan for 
the visible portrayal of the new colors, 
new leathers, new patterns in relation 


to the dress influence in next Spring 
and Summer Fashion World. 

The largest trade audiences of the 
year attend the semi-annual color con- 
ferences. There is a good reason for 
this in the fact that every branch of 
the industry: the last maker, the pat- 
tern maker and all the sources of sup- 
ply materials, lacings, buckles, even 
shoe dressings, come to these gather- 
ings for basic fashion information. 

The hosiery field finds an assurance 
of color with which to reconcile shades 
of stockings. Joint color conference is 
therefore an dll-trade laboratory work- 
ing six to nine months ahead of sales 
at the retail fitting stool. 

The showing of American leathers 
in their new shades covers a complete 
run of men’s, women’s and children’s 
footwear. The resulis of the Joint 
Styles Conference are cabled to Eng- 
land, the Continent and far away 
Australia. 

Seventeen years of consecutive styles 
conferences, each year increasing in 
usefulness and prestige, give to this 
work, under the leadership of the Na- 
tional Shoe Retailers Association an 
importance that can be measured in 
terms of superlative economic service. 

There isn’t a shoe store in America 















GEORGE B. HESS 


Chairman 
Men's Style Committee and 
N.S.R.A. Grievance Committee. 


Two important separate com- 
mittees, although Mr. Hess con- 
siders it his pet grievance that 
men's shoes are so seldom glorified 
in trade meeting and publicity. 





that isn’t benefited in one way or an- 
other by the laboratory work of the 
Joint Styles Conferences for compari- 
son of style values in the leather show- 
ing and through the written platform 
of fashion for the Spring and Summer 
Seasons of 1935. 





Will you do this for your Asso- 
ciation? Sign the application 
and ask your neighbors to sign, 


too! Thanks!! 








other cities. 





APPLICATION FOR MEMBERSHIP 


National Shoe Retailers Association 


3022 EMPIRE STATE BUILDING 
NEW YORK CITY 


Enter my/our membership in the NATIONAL SHOE RETAILERS ASSOCIATION. 


Firm Name..................-- 
I obi sou acu, iu Chee Aine ere, Kf SEN ON RNS RD CARO Ades 
ee Gee fy a!) Sos oy 


Dues payable in advance $500 annually, plus $200 for each additional store operated in the same or 















































Possibility Of 
Joint Convention 
Next January 


A\NNOUNCEMENTS have been sent out by the Na- 
tional Shoe Retailers’ Association and the National 
Boot and Shoe Manufacturers’ Association that both 
associations have approved of a plan of cooperation 
for conducting joint conventions at the same time and 
place. The next joint convention to be held in St. 
Louis, Jan. 7 to 10, 1935. 

The plan provides for the jointly operated and 
sponsored conventions; and for exhibitions of shoes by 
the National Boot and Shoe Manufacturers’ Associa- 
tion, for its account and at its expense, with consulta- 
tion and advice from the manager of the National Shoe 
Retailers’ Association. Provision is made for holding 
the joint conventions and exhibitions simultaneously 
and in the same city, the time to be determined by the 
managing executives of the two associations or, in case 
of disagreement, by written ballot of the entire list 
of exhibitors at the last preceding exhibition. 

The plan, as outlined, is subject to code regulations 
and is contingent upon securing through the active 
and joint efforts of the officers and staffs of both asso- 
ciations, by or before Aug. 15, 1934, a minimum of 
200 non-voting associate members of the National Shoe 
Retailers’ Association, each associate member to pay, 
in advance, dues of $100 per year for the period of 
three years, during which both officers and directors 
of the two associations pledge themselves to give their 
best efforts for the success of the plan. These dues 
for associate membership in the National Shoe Re- 
tailers’ Association are not to be confused with the 
fees paid for participation in the exhibition of shoes; 
for it is provided in the agreement that all expenses of 
the exhibition, including advertising, assignment of 
rooms, and management, as well as the providing of 
speakers for the joint convention are to be paid by 
the National Boot and Shoe Manufacturers’ Associa- 
tion from funds secured. from registration fees for dis- 
play rooms, in accordance with the conditions of par- 
ticipation previously mailed to all shoe manufacturers 
by the National Boot and Shoe Manufacturers’ Asso- 
ciation. 

The fees for the associate memberships of $100 each 
year for three years are to be paid over to the National 
Shoe Retailers’ Association for the maintenance and 
enlargement of the education work of that association 
carried on among retailers of the country. 

The purpose of the agreement, as approved by both 
associations, is to provide wholesome, constructive ef- 
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Industry given opportunity to merge 
N.S.R.A. Show with N.B. & S.M. Seasonal 
: Opening 


fort on the part of each association and its members, 
to improve conditions in the industry generally; with 
two joint conventions and exhibitions, held semi-an- 
nually and simultaneously, for the display of mer- 
chandise, the development of acquaintance, and the 
exchange of ideas. 

It is clearly evident that final consummation of the 
plan through securing 200 associate members of the 
National Shoe Retailers’ Association by Aug. 15 will 
lessen the expense to shoe manufacturers, since the new 
arrangement will avoid duplication and exhibiting at 
or attending two shows, formerly held separately by 
the two associations. It is also believed that larger 
and more constructive exhibitions will result, and that 
the meetings of the two associations, in the form ap- 
proved, will lead to the cooperative concentration of 
both associations on the important problems at present 
confronting the industry as a whole. 


REGULAR forms of application for associate mem- 
bership in the National Shoe Retailers’ Association 
have been sent to all shoe manufacturers with a request 
that the forms be filled in and returned to the National 
Shoe Retailers’ Association, 3022 Empire State Build- 
ing, New York City, at the earliest possible moment; 
and it is the earnest desire of both associations that 
the required number of 200 associate members be re- 
ceived by Aug. 15, in order that the activities of the 
two organizations may be cooperatively and effectively 


_directed to the common good of the entire industry, 


and to the individual benefit of all its members. 


Fewer Than 1%, Guilty of Code Violations 

Without coercion, without legal action or the threat 
of it, American industry is complying with its codes 
of fair competiton to a remarkable degree. 

Against all of America’s 214 million employers, now 
operating under 506 diversified codes, only 63,151 
complaints had been registered on July 1; and of these 
almost half were duplications, reducing the total to less 
than 32,000. This is due to the fact that several com- 
plaints are frequently entered against the same firm 
on the same score. 

“Crank” letters constitute 20 per cent of all com- 
plaints received—letters which state that “Jim Reilly 
got a raise and I didn’t,” or some similar grievance. 
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Made by Sbicca Inc Philadelphia 


In Especial Demand Right Now! 


KRUSH KROME KID 


In a new finish and definitely better, Krush Krome Kid — tanned in stric’ 
accordance with the century-old Amer tradition—a leather that is not only 
up to the minute in style but is entirely practical and long-wearing when 
made up into whole shoes. These shoes hold their shape because Krush 
Krome Kid is made strong, tight, with minimum stretch. 

“Shrunken” in a special chrome tanning process which tends to elevate the 
grain, Krush Krome Kid represents the highest point of perfection in the new 
Fall leathers. It is tanned from meaty, mellow-natured South American skins 
in matching colors and black which accurately complement and blend with 
the colors for Autumn which have been approved by the Tanners’ Council. 

In especial demand right now Krush Krome Kid! 


From verdant South 
America, where the 
climatic conditions 
the year round are 
ideal for the raising 
of well-nourished 
animals, come kid- 
skins which are tra- 
ditionally meaty and 
mellownatured. 
From such incompar- 
able skins, KING KID, 
the acknowledged 
leader, is produced. 


BLACK 

WHITE 

RUST 

MARRONA BROWN 

MARINE BLUE 

GUN GREY 

INDIAN COPPER 

FRENCH MAHOGANY 
@ 

These colors also in 

four Grains... 

Levant, Sport, 

Starry and Quill. 


Shoe manufacturers who own retail outlets value the wear and comfort 
of Select Goatskin leathers — qualities which compel repeat business. 


WILLIAM AM ER COMPANY 


PHILADELPHIA, PA. ESTABLISHED 1832 
When writing advertisers please mention Boot and Shoe Recorder 
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Give Us “Short Back” Lasts 


[CONTINUED FROM PAGE 21] 


inate loose heels we get rid of short 
fits. 

Getting back to our 7AAA customer. 
Suppose the first pair apparently fits 
perfectly. They step to the X-ray and 
both okay the fit. Even then back in 
the salesman’s mind the thought usu- 
ally runs, “If it were a shade longer, 
I’d feel better.” He could do that with 
a “short-back” last. 

One last manufacturer says, “You 
are absolutely right in saying the 
greatest trouble retailers have in fit- 
ting women’s shoes is the tendency 
toward heel slipping. But it is dan- 
gerous to take too much wood off the 
back part, for, if not carried out with 
extreme care and accuracy, it will 
tend to throw the foot too far forward.” 

Well, naturally we would expect care 
and accuracy. In a few cases shorten- 
ing the back part of the last would 
push the foot forward and necessitate 
a longer size. But in most cases short- 
ening the back would merely bring the 
counter forward so it would really con- 
tact the heel with the proper firmness. 
The actual position of the foot in the 
shoe would not be changed one par- 
ticle. 

Please remember that through all 
this discussion I am not advocating any 
particular change in our present 4B 
lasts. What I mean by a “short-back” 
last refers rather to the “grading” 
that would provide a gradually shorter 
proportionate ball-to-heel measure as 
the size increases and as the width 
grows narrower. Shorter, I mean, 
than our present grading. 

Of course, it would be foolish to say 
that all lasts should have shorter back 
parts. Occasionally we run across a 
foot in which our present lasts are al- 
ready too short in the back part, re- 
sulting in a heel fit that is too tight 
while the fore part of the vamp is too 
loose. 

But such feet are confined almost en- 
tirely to the wider widths, and it is 
safe to say we do not find one foot of 
that kind to 20 in which the chief fit- 
ting problem is the opposite, tight toes 
or loose heels, or both. 

Some reader is bound to be thinking, 
“Isn’t a ‘short-back’ last, then, just an- 
other name for a long vamp last?” To 
a slight degree, yes. We all know that 
long vamps take care of these long, 
narrow feet better than do _ short 
vamps. But we also know that with 
long vamps we still have had no end 
of trouble with loose heels. 

Our present medium vamp lasts with 
their rather free-fitting fore parts are 
certainly better all around fitters than 
the old long vamps ever were. Just 
give us shorter back parts on the lasts 
now in vogue. 

One reason, I believe, why our lasts 
do not carry shorter back parts now is 
because retailers have developed a holy 
horror of that word “short.” They 


have impressed upon manufacturers 
that they cannot use shoes which fit 
“short.” This may have much to do 
with the remarks of another last manu- 
facturer, who says, “In regard to back 
parts on longer and narrower sizes, 
the shoe manufacturer will seldom al- 
low us to change what we call the stick 
length.” 


Width Toe-to-ball Ball-to-heel 


Toe-to-ball Ball-to-heel 





CHART B 


As the width decreases (Chart A) and as 

the size increases (Chart B), the back part 

of the foot measures a gradually smaller pro- 

portion of the total length, the fore part a 

greater proportion. (The charts do not pre- 

tend to be mathematically correct. They 
merely show the idea.) 


Instead of asking for short backs, 
retailers have united in demanding 
narrow heels, which, in my opinion, are 
exactly what we do not want. The 
words “combination last” have been 
bandied around till they have little 
definite meaning. 

Of course, we all understand that a 
two-width combination means, for in- 
stance, a 7A ball combined with a 
7AAA heel. If this reduction in heel 
measurement is done by shortening the 
back, the desired result may be ac- 
complished. 

But . .. retailers have kept asking 
for narrow heeled combination lasts, 
and to just the extent that back parts 
have been narrowed, to just that extent 
has the purpose of the change been 
defeated—in most cases. Narrowing the 
back may even aggravate the trouble. 

Think carefully and you will realize 
that every day of the year you put on 
shoes which fit perfectly around the 
sides when the foot is relaxed. But 
when the customer stands up the sides 
gap. Why? For no other reason than 
that the fleshy part of the foot around 
the bottom of the heel pushes so hard 
against the too-narrow counter that 
the top is pushed away from the foot. 

Heel blisters are another result of 
too narrow bottomed heels, for if the 
fleshy part of the heel cannot “spread 
itself,” it simply compels the heel to 
churn up and down at every step. A 
hee] pad helps because it tends to hold 
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the heel stationary at the top of the 
“churn.” 

Whoever invented the pear-shaped 
heel was certainly on the right track. 
Our ideal “short-back” lasts will have 
more room across the bottom of the 
heel than most of our combination lasts 
now have. They will probably have to 
carry a trifle more room at the throat 
too. 

How many gross of non-slips does 
your store use in a year? The nation’s 
total must be astounding. Yet every 
pair of non-slips goes into some pair 
of shoes for just one reason, because 
the back part of the shoe is too long 
and does not make the proper contact 
with the foot. Every non-slip used is 
a powerful sermon in favor of “short- 
back” lasts. 

How much do you spend every year 
“rebinding” shoes to pull them in at 
the back? A tidy sum, isn’t it? Yet 
the rebinding process is simply a make- 
shift attempt to doctor up the shoe so 
it will have a “short-back.” 

Once more! How busy are the 
stretchers in your store? Plenty! And 
it’s a pretty good bet that every too- 
tight pair would have been fitted 
larger in the first place only for the 
fact that the larger shoe—either 
longer or wider—was too loose in the 
heel. Let’s not heap too much blame 
on the shoe salesmen when such a 
large share of the trouble lies with 
our long-back lasts. 

And bunions! We seldom see them 
any more, but when we do run across 
a bunion foot and fit the ball comforta- 
bly, the heel is almost always too loose. 
Can it be that “short-back” lasts are 
the remedy here also? Absolutely! 

A further, reason why large sizes 
do not fit as well as small sizes lies in 
the grading of the patterns. To quote 
still another: last manufacturer, “. 
This trouble is increased by faulty pat- 
tern making. I mean by this that both 
the last manufacturer and the pattern 
manufacturer are sometimes not par- 
ticularly careful with the larger sizes. 

“This may result in the patterns not 
carrying the same measurements from 
the vamp to the heel as exist in the 
lasts. The pattern maker, having 
shelled only the size 4 last, does not 
know what the size 8 contains for 
measurements.” 

For years I have wondered why the 
entire women’s shoe industry continues 
to work from size 4B when a size 
somewhere between 6A and 7A would 
be so much more truly representative 
of the finished product. 

Manufacturers know size 4B inside 
and out, up and down, front and back. 
They keep plenty of 4B feet handy in 
the factory. Consequently the general 
run of 4B shoes is practically perfect. 
Yet I know “corrective” shoe stores 
that do not carry in stock even one 
pair as small as 4B. 

Retailers buy from 4B samples, and 
when the shoes come in some of the 
patterns look like the very devil in 
size 8. Is there any reason in the 

(TURN TO PAGE 49, PLEASE] 
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When writing advertisers please mention Boot and Shoe Recorder 
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ONE WAY TO INCREASE 
YOUR VOLUME OF BUSINESS... USE 
RECORDER WINDOW DISPLAY CARDS 


te Display Your Shoes 


effectively—you must merchandise 


Your Display 


VVVVVVVVVVVVVVVVVVVVY 








TO OFFER THESE 
NEW FALL MODELS 











AUGUST 


Pale blue board, darker blue 
trees and canoe; orange setting 
sun; pale reflections in water. 
Black text. 


Size: 8” x 14” 
COMPLETE TEXTS 


sent on request 
4 cards—Women’s Shoes 
2 cards—Men’s Shoes 
1 card—Children’s Shoes 
1 card—Hosiery 
6 cards—On Store Service, 
Fitting, Quality, Etc. 
Single Cards: 60¢ each 
Without Text: 35¢ each 





RECORDER SHOW CARDS and COLORFUL PRICE 
TICKETS DO THIS IN A SOUND, 
CONSTRUCTIVE WAY. 


FALL TICKETS NOW READY 





above show card. 


9o August price ticket— 
same coloring as 
@ 


To non-show card sub- 
scribers at prices 
listed below. 








Samples sent on request 


Size 144” x 2%” 








1245 


> 
*@95 

















il 
wil 


ad 
“L”: Crea b d “Bp”; Bl b ith “M”: Corn Board; or? 6 Orange “Z": Orange and 
chun ben wad Gah oman sunburst on Green and Reddish Trim on Bright green design on 

Brown Design. Yellow. 


blue trim. silver board. 
Size 11%" x 2%” 








corn-color board. 


“QO”: Rose design 
on light tan. 

















Attractive Hand Lettered Price Tickets 
IN ALL DENOMINATIONS AND BLANK. OTHER DESIGNS IN STOCK 
WITHOUT STORE NAME: 6 dozen @ $1.10, 12 dozen @ $2.00 
WITH STORE NAME: 100 tickets @ $3.00, 200 @ $5.00 
“J”—Polly Clips for tickets: \% gross $2.25 
(adjustable—tilts at any angle) 1 gross $4.00 
“K”—Shoe Carton Tickets: 500 @ $1.25, 1000 @ $2.25 
CHECK WITH ORDER, PLEASE, unless C.O.D. preferred 
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DO YOU WANT 
SIX TIMES MORE PEOPLE 





TO STOP AT YOUR WINDOW? 
IF INTERESTED, WE WILL TELL YOU HOW! 


MORE SHOES | 


Annual Display Card Service 
Includes 
EXCLUSIVE FRANCHISE is given with annual card service 


to one merchant in an average size town, suburb or city shop- 
ping center. 


STORE WINDOW BULLETIN, supplies merchandising and 
display suggestions each month. 


SPECIAL CARDS, with wording as wanted. 


EXCHANGE OF CARDS: Annual card service subscribers one 
exchange any cards received for others of the current month, 
whose texts better cover their merchandising program. 


PRICE TICKETS: Blank tickets, matching the current month’s 
cards, supplied free. Neat tickets with prices as wanted, but 
not harmonizing with the show cards, supplied free, if pre- 
ferred to blanks; harmonizing tickets with prices as wanted, 
to assure well blended trim, are 35¢ per fifty, additional. 


Seleet the Service You Wish— 
Mail Coupon—See Sales Jump! 
SERVICE NO. 1—$5.00 monthly: 


12 display cards .. . 6 holders... 
100 blank harmonizing price tickets 


SERVICE NO. 2—$4.00 monthly: 
8 display cards... 4 holders... 
100 blank harmonizing price tickets 


SERVICE NO. 3—$3.00 monthly: 
6 display cards... 2 holders... 
50 blank harmonizing price tickets 


SERVICE NO. 4—-$2.25 monthly: 
4 display cards ... 2 holders... 
50 blank harmonizing price tickets 








HOLDERS 


Oval base — bur- 
nished gold— 


three color trim. 








































These modernistic 
holders take any 
size card. They 
harmonize with 
the finest of win- 
dow display fix- 
tures. 



















Merchants Service Dept. 
BOOT AND SHOE RECORDER 
209 So. State St., Chicago, Ill. 







COUPON 


BOOT AND SHOE RECORDER 
209 So. State St., Chicago, IIl. 


Please enter our order for the Recorder “Selling 
Message, beginning with August, for card service 
NG cs cecuus » for one year, consisting of......... card 
holders (with the first month’s service), 
BGG bs cicieces blank tickets each month—OR—......... H 
IMPRINTED tickets at 35¢ per fifty, additional, for 
which we will pay $....... per year, payable §....... ' 
per month. For cash in advance, full year’s service, ' 
5% discount. Checks from foreign subscribers must : 
be drawn on United States banks, or include exchange. ' 
(If for any unforeseen reason we wish to discontinue : 
service before expiration of order, we agree to pay ' 
$1.00 per month additional for each month’s service | 
delivered, and agree to return the card holders.) ‘ 

‘ 


We sell MEN’S, WOMEN’S, CHILDREN’S SHOES, and 
WOMEN’S HOSIERY. (Cross out lines not carried.) 
We wish IMPRINTED TICKETS @ 35¢ per fifty: 


eee eee Gece eee Gove eee Geese ee Govsses Gevsese Gessense 


eee eee eee ee ee 
Tere eee eee eee eee ee ee 


ewe we ewww eee eee ease ee ME se receseresessese 
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SHOE FASHION GUILD OF AMERICA 


Announcing— 


a style service for 


all shoe manufacturers 


Because many non-member manufacturers have expressed their desire to cooperate 
with the Guild, and have requested the Guild to inaugurate some form of service 
that will enable them to ascertain whether styles which they contemplate adding 
to their lines are in conflict with styles previously registered with the Guild by its 
members, and because many retailers wish to have some assurance, when purchas- 
ing from non-Guild members, that they are not buying shoes that will conflict with 
Guild members’ registered designs, the Guild has instituted a style checking service 


for non-member manufacturers. 


Manufacturers who are not members of the Guild may now submit their styles to 
the Guild for the sole purpose of having such styles checked against the Guild’s 
records. Applications for checking are required to be submitted upon forms fur- 
nished by the Guild, and must be accompanied by a fee of $5.00 for each style 
' submitted. This is the fee for the submission of a style for checking and is to 
be retained by the Guild whether or not the style submitted is found to be in 
conflict with any style previously registered or submitted for registration by a 
member, or submitted by a non-member for checking. Neither the receipt nor 
retention by the Guild of any design submitted by a non-member, nor any action 
thereon, shall constitute registration nor give rise to any obligation on the part of 


the Guild nor confer any rights upon such non-member. 


The rules and regulations adopted by the Guild provide that retailers pur- 
chasing from a non-member styles which shall have been previously checked 
by the Guild for such non-member as not in conflict with any Guild regis- 
tration, shall be free from any subsequent claims by any Guild member that 
such styles are in conflict with any sty’es registered with the Guild. 


All designs submitted for checking to th: Guild office by non-members are held 
in strict confidence, and filed in special cabinets with precaution taken against fire, 


burglary or unauthorized inspection. 


SHOE FASHION GUILD OF AMERICA, INC. 


EMPIRE STATE BLDG. SUITE 2503 NEW YORK, N. Y. 





When writing advertise:s please mention Boot and Shoe Recorder 
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Levy Bros. Brighten Up Women's 
Department 


SAVANNAH, GA.—By removing center 
display cases, rearranging all stocks 
around the walls, changing the color 
scheme of decoration, and installing an 
inexpensive system of indirect lighting 
for displays, the women’s shoe depart- 
ment of the B. H. Levy, Bro. & Co. de- 
partment store has been turned into 
one of the brightest and most popular 
spots on the main floor. Floor space 


has been doubled by the removal of the 
display cases, giving the department 
somewhat the appearance of the lobby 
of a hotel. 

The displays over the wall cases are 
indirectly lighted, as are the displays 
in the post cubicles in the foreground. 
The color scheme is pale green with 
chromium, black, and yellow trim. 

Ben L. Goldben is in charge. 








Starts Canadian Branch 


New York, N. Y.—Canadian shoe 
retailers will be interested to learn that 
by this Fall Physical Culture shoes 
will be manufactured in Canada. Ar- 
rangements have been completed be- 
tween H. C. Segur of Orthopedic Shoes, 
Inc., and Eric Sabiston, treasurer of 
the Perth Shoe Company of Perth, 
Ontario for the latter company to man- 
ufacture the Physical Culture line. 
The Perth Company are the present 
Canadian makers of the well-known 
Cantilever line. Arrangements have 
also been made with Fred Jenner, pres- 
ident of the Cantilever Shoe Company 
of Canada, Ltd., to distribute the 
Physical Culture line through their 
own stores, department stores and in- 
dependent dealers. By making Physical 
Culture shoes available to’ Canadian 
retailers from a Canadian shipping 
point, Orthopedic Shoes, Inc., is round- 
ing out the development of their suc- 
cessful Foot Health Headquarters plan. 


Department Enlarges 


Los ANGELES, CAL.—AlIl children’s 
shoe departments and sections in Walk- 
er’s, Inc., have been consolidated into 
one department and given increased 
space in the basement under the direc- 
tion of Leo C. Mansfield. The space 
occupied is now 40 by 80 feet. Juniors 
and growing girl departments have 
likewise been grouped as have the men’s 
basement departments, the entire group 
now occupying space 40 by 175 feet, 
Mr. Mansfield acting as buyer for these 
sections as well. 


Store Moves 


Santa Monica, CaL.—Stark’s 
Brown-Bilt Store has been moved to a 
new location at 1341 East Third Street. 
The new store has twice the floor area 
of the old one, the furniture has been 
refinished, and new modern windows 
give plenty of display space. It is a 
family shoe store, and R. J. Matchett 
is manager. 


Novel Cocktail Sandal Styling 


HOLLYwoop, CAL. — Nail-heads have 
replaced rhinestones in a number of 
new cocktail sandals shown by Bruce 
Williamson in the French Bootire, slip- 
per shop extensively patronized by 
moving-picture celebrities. The ap- 
pearance of nifty black bows on the 
cross strap of the T-strap is another 
conspicuous innovation. 

The heels shown are for the most 
part much lower, 11-8 not being con- 
sidered too low in a number of cock- 
tail sandals. 

One number attracting much atten- 
tion is an open sandal with two side 
patches of black satin on either side. 
The two patches below the ankles at- 
taching to the strap which encircles 
the ankle, this strap having a some- 
what flowing satin bow at the front. 
The other twin patches are at the sides 
of the ball of the foot and are neatly 
linked together at the top by two very 
narrow straps. 

Mr. Williamson reports sales of eve- 
ning sandals and cocktail sandals well 
above last year’s volume. 


DATES TO REMEMBER 


lilinois Shoe Retailers Association Con- 
vention, Lincoln-Douglas Hotel, Quincy, 
PIER alan mE ar sae Sig Aug. 19, 20, 
New York State Shoe Retailers’ Annual 
Convention, Hotel Statler, Buffalo, 
Sept. 9, 10, 

National Industrial Stores Association 
Annual Convention, Wm. Penn Hotel 
Pittsburgh, Pa. .......... Sept. 10, II, 


N.S.R.A. Style Conference, Hotel Astor, 


Spring (1935) Leather Opening, Hotel 
Astor, New York 
National Shoe Retailers Association An- 
nual Convention (city to be announced 
Jan. 6, 7, 8, 9, 1935 
National Seasonal Opening, National 
Boot and Shoe Manufacturers Asso- 
ciation, St. Louis, Mo.. .Jan. 7, 8, 9, 1935 
Northwestern Shoe Retailers Regional 
Association Annual Meeting, Hotel 
Radisson, Minneapolis, Minn., 
Jan. 13, 14, 15, 1935 
Michigan Retail Shoe Merchants An- 
nual Convention, Hotel Pantlind, Grand 
Rapids Jan. 20, 21, 22, 1935 
Middle Atlantic Shoe Retailers Associa- 
tion (city to be announced later), 
Jan. 21, 22, 23, 1935 
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“How nice 


they look inside!’ 


Successhul retailers know 





that the inside as well as the 
outside of a shoe must be neat 


and trim in appearance. 


Du Pont Pontan Quarter Lining, 
because of its uniformity and 
practical working qualities, is at- 
tractive in appearance and will 


impress the customer favorably. 


It is Furnished in white, gray, fawn 


and other appealing colors. 


Ni 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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Store Managers Meet in Asheville 


ASHEVILLE, N. C.—In a convention of 
managers and ‘officials of the Pollock 
Shoe Stores, celebration was made 
of the 25th anniversary of L. H. Pol- 
lock’s first store. Expansion to 16 
stores spread the institution into North 
Carolina, South Carolina, Tennessee 
and Virginia. 

The line-up in front of Mr. Pollock’s 


home includes the following: C. F. 
Kirkman, Greensboro; M. Levite, 
Greenville; Ben Jaffe, Asheville; L. A. 
Owen, Asheville; Harry Allison, Knox- 
ville; Julius Shinbaum, Chattanooga; 
L. C. Jackson, Charlotte; H. W. Liles, 
Charlotte; L. E. Gibson, Spartanburg; 
B. A. Pollock, L. H. Pollock, Raymond 
Stansell, R. L. Estes, Charlotte; W. M. 


Brooks, Columbia; O. F. Johnson, Ro- 
anoke; J. V. Livingston, Raleigh; L. M. 
Cox, Asheville; N. D. Ayres, Asheville; 
L. O. Thurmond, Winston-Salem; W. G. 
Freeman, Greensboro; L. A. Hecklin, 
Winston-Salem; J. A. Baer, Norfolk; 
Horace Gay, Winston-Salem; Alex Au- 
gust, Asheville; H. M. Prescott, Ashe- 
ville; C. J. Rhinehardt, Asheville. 








The Fall Harvest 
[CONTINUED FROM PAGE 19] 


shoes have a sporting chance of super- 
seding the familiar white buck-black 
saddle, popular for so long. 

For the first time in many years 
leading buyers are putting great em- 
phasis on leathers in planning their 
late Fall campaigns, with the Nor- 
wegian grains out for the biggest sea- 
son in many years. Heavy soles are 
also scheduled for the Fall picture, 
which naturally brings out a marked 
number of Blucher patterns and other 
rainy weather, heavier type _ shoes 
which carry full calf linings and in 
many cases the cork insole to further 
assure its weather repellant and re- 
sisting qualities. Retainers feel that 
last season’s severe Winter is going to 
prove a natural set-up for men to buy 
a heavier type shoe for the coming 
season. 

In the tendency toward heavier type 
shoes we also see many of the leading 
manufacturers returning to the old 
time cable and saddle stitching. This is 
most effective with Norwegian leathers. 

It is predicted that we are destined 
to see a return, among the better grade 
retailers, of black wax calf, which has 
a natural effect of a heavy leather yet 
is quite flexible and for years was used 
principally by custom boot makers. 
This type leather will have a tendency 
to keep this particular shoe out of the 
$4 and $6 price ranges. 

Make no mistake, there is no sweep- 
ing fashion clarion call for only grained 
leathers. Neither is there such a call 
solely for smooth leathers for that 
matter, but grains are in current de- 
mand and should be watched. 


"Short Back" Lasts 
[CONTINUED FROM PAGE 42] 


world why samples, pull-overs and 
trials should not be made over some 
size around 6A? If that were done 


manufacturers would soon have 6A 
down “pat” and 6A shoes would then 
fit as nearly perfect as 4B shoes now 
do. Surely then our 8’s and 9’s, in fact, 
our entire size schedule would fit bet- 
ter simply because each size would be 
less far removed from the model size. 
(Oh yes, they would take up more 
room in the sample trunk!) 

I hope I shall not be censured too 
much when I say the “arch support 
shoe” industry is not exempt from the 
criticisms I am making. In fact, these 
remarks are aimed somewhat more at 
welt shoes than at those of lighter 
construction. 

This is partly because these shoes 
“get all the bad feet anyway,” also 
because it is inevitable that a heavy 
sole should have more resistance, thus 
causing more heel slipping. 

There’s the situation. Now what’s 
to do about it? If I wanted to crack 
a wise one I might say, “Let’s turn on 
the light and get awake!” 

Frankly, the theories advanced here 
are either (1) all right, (2) all wrong, 
or (3) partly right and partly wrong. 
Who is to judge? The retailer! 

So here’s a suggestion: Let every 
retailer who takes his shoe fitting seri- 
ously get right down to actual cases 
the next few weeks. Let him study his 
trade individually until he can answer 
the following questions fairly accu- 
rately, always keeping in mind “ideal” 
fits, not just fits that get by: 

1. What proportion of the trade 
needs lasts with— 

high medium 

heels heels 
a. Shorter back parts.. ...% ...% 
b. Present back parts.. ...% ...% 
ce. Longer back parts... ...% ...% 


100% 100% 


2. Of what sizes and widths is each 
of the above groups largely composed? 
Then let him present his findings and 
experiences to his shoe manufacturers. 
If today’s lasts are perfectly satisfac- 
tory, fine and dandy. If they can be 


improved, he may rest assured the 
manufacturers will appreciate such 
definite and careful data upon which 
to base the needed changes. 


A New Light 
[CONTINUED FROM PAGE 28] 


up for additional current cost. 

Floor fixtures are of light buff and 
apricot with an alluring trim of sea 
foam green, a noted mural artist, Lucile 
Lloyd, having been employed to mix the 
tints and help decide on final effects. 
As a matter of fact seventeen different 
pastel shades are visible to the eye from 
one vantage point. The ceilings are off- 
white to prevent glare. The carpets 
harmonize with the predominating pas- 
tel tints. The chairs are of stick reed 
in antique white with cream leather 
upholstering. Grace, daintiness, and 
the home touch combine in an invita- 
tion to the public. 

The display tables are purposely 
small. This fact prevents cluttering, 
encourages unit displays of shoes, and 
curbs the natural trend toward too 
abundant displays. 

The chairs are arranged more or less 
informally yet in two groups, the sec- 
ond group forming a line of six over 
near the stock room offers a rendezvous 
for family clusters and gives partial 
segregation for those customers who 
wish it. 

V. R. Curtis is buyer for this and 
other departments in the Broadway 
store, this particular section featuring 
shoes for girls up to sixteen years of 
age and for boys to eight years of age. 


F. J. Hirsh Appointed Buyer 


Los ANGELES, CALIF.—F. J. Hirsh, 
formerly of the Vanity Slipper Shop 
at Portland, is the new manager and 
buyer for the main floor women’s shoe 
department at Walker’s, Inc., succeed- 
ing A. B. Kouba. 
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Daytime Disp 


SHOE FORM CO. 
AUBURN, N. Y. 


Licensed Manufacturing Branches 
United Last Co., Ltd., Montreal, Que. 


Melbourne, Australia 


Paris, France 


shades. 


lay for Night Time Footwear 


FAIRY 
TWINKLE TOES 


The past season has proved two conclusive 
facts: that Open Toe Sandals are the hit of 
the year: that Fairy Twinkle Toes are the best 
way to display them! 


Sales records have proved that proper display 
is an important factor in modern merchan- 
dising. Fairy Twinkle Toes have been spe- 
cially designed to provide the most effective 
and economical display of the popular “open 
toes” and their overwhelming success proves 
that they do their job! 


Select Fairy Twinkle Toes in black with silver 
nails for pastel sandals .... Fairy Twinkle 
Toes in flesh with rose tinted nails for darker 
Put them to work for you NOW to 
attract Fall business! 


means 











Store 
Changes 


Another Bormaster Store 


KANSAS City, Mo.—Joe Bormaster is 
now operating the shoe departments on 
the mezzanine floor and in the basement 


of Diamond Brothers. On the mezza- 
nine the price range is from $4 to $7.50. 
In the basement $2.95 is the top price. 
Sam Bormaster, a brother, is manager 
of these two departments and also 
buyer for these and for the other 
Bormaster stores. 


Hannah Bootery Incorporates 


BrooKLyn, N. Y.—Charles Goldspiel, 
for nine years on Avenue U, has in- 
corporated under the name of Hannah 
Bootery, Inc. for $10,000. The store is 
located at 1609 Avenue U. Extensive 
alterations will be made in the store. 
Shoes to retail from $3 to $6 are car- 
ried in addition to the Kali-sten-iks line 
for children. 


New Shoe Department 


MOUNT VERNON, IA:—A new shoe de- 
partment was opened by the Quality 
Store for women’s, children’s, men’s 
shoes. Don Pringle is manager. 


Moves Children's Department 


BIRMINGHAM, ALA.—There is no use 
trying to get the public to do otherwise. 
They are not going to patronize a chil- 
dren’s shoe department stuck in the 
rear of a store unseen from the passing 
throng. It is too much easier to go 
somewhere else where the children’s 
shoes are more conveniently located. 
For this reason the first move H. T. 
Cones made when he became manager 
of the children’s shoe department at 
Burger-Phillips was to move the de- 
partment from the rear end of the 
fourth floor up near the elevators and 
cashier’s office. 

“In this spot we catch them coming 
and going whether they are in the 
market for shoes or not. Today I 
stopped about a dozen persons, personal 
friends of mine, who were on the way 
to the office and got their promises to 
buy their next children’s shoes from me. 
It is only reasonable to believe that 
being located near the elevators we are 
going to get still more strangers,” 
Cones said. 


Seeks Larger Quarters 


Detroit, MicH.—Harper Boot Shop 
has move across the street to 7717 Har- 
per Avenue. B. Zimmerman, the pro- 
prietor, claims that the increased busi- 
ness this year made the move for 
additional space necessary. 


Cleveland Store Incorporated 


CLEVELAND, OHI0O—Papers have been 
filed with the Secretary of State chart- 
ering the Sharwell Bros. Shoe Co. with 
a capital stock of 250 shares of no par 
stock to operate a retail shoe business. 
The place of business is at 1276 West 
Sixth St. Incorporators are Edwyn 
Sharwell, H. L. Lavine and Henry 
Lavine. 


Shoe Store Incorporates 


SoutH BEND, INpD.—Articles of in- 
corporation have been filed by the Gil- 
bert Shoe Stores Corporation. Capitali- 
zation is 100 shares of common stock of 
no par value. Objects to engage in the 
retail shoe business. Incorporators are: 
Jacob H. Gilbert, Alice Bolka and Jen- 
nie Lazear. 


New Shoe Department 


ZANESVILLE, OHI0O—The new Davis 
store, formerly the Davis and Dilley, 
was opened recently following remodel- 
ing. A complete shoe department has 
been included in the rearranged base- 
ment department, with all new fixtures 
and appointments. The new footwear 
department is one of the largest to be 
found in this section of Ohio. Frank 
Davis is in charge of the store, which 
is now affiliated with the Luckoff stores 
in Athens, Logan, Lancaster and other 
southern Ohio cities and towns. 
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Henry AN IMPORTANT CONTRIBUTION 
TO IMPROVED SHOEMAKING 


[A] The Saddle Insole has become an important feature 
in the construction of several makes of arch support shoes. 





[B] The use of the “Down to the Wood” principle in last 
design has contributed materially to the effectiveness of 
this feature. The last is grooved so that the insole saddle 
fits perfectly into the recessed section of the last. 


Davis [¢] By the use of this method the saddle fits closer and 
et more snugly to the foot and gives added support. Unless 

nt has this method is used the saddle has to be skived so thin 
‘sid in order to preserve the lines of the last that it is of no 
otwear practical value in the shoe. 
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BOSTON, MASSACHUSETTS 
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For Those 


Leisure Hours 


EVANS 
SLIPPERS 


Ne. 1482R Blue kid, 

hand turned opera, 

patent insert, also 

stocked in wine, green 

and red, sizes 6—11, 

E width ......$2.10. 
In Stock 


77 IN STOCK STYLES 


Ne. 1505R Brown, 
full grain, padded 
sole opera, crepe 
lined, also stocked in 
black, blue and bur- 
gundy, sizes 6—12, D 


More and more retailers are finding it 
good business to display and sell house 
slippers throughout the year. 


We stock both hard sole and padded 
sole slippers for men, women and chil- 
dren—hand turned and cements, retail- 
ing from $2.50 to $5.00. Catalog on 


request. 


L. B. EVANS’ SON CO. 
Wakefield, Mass. 


No. 1460R Dark Tan 
kid opera, hand turn- 
ed, kid lined, brown 
patent band and 
quarter, stock in 
sizes 6—12, widths 


MAKE-UP NOVELTIES 
SCUFFS, PULLMANS, ETC, 


Ne. 3211R Wine and 
trap 
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Obituary 


Joseph B. Schwarez 


BostoN—Joseph B. Schwarcz, trea- 
surer of the Compo Shoe Machinery 
Corporation, and secretary for the 
code authority of the shoe machinery 
industry of this country, died July 31 
at his home in Brookline, where he re- 
sided at 24 Park Street. His death 
came suddenly after an attack of 
thrombosis. His age was 43. 

Mr. Schwarcz’s life is an outstand- 
ing example of success achieved 
through a combination of ambition, 
hard work and keen business judg- 
ment. With none of the advantages of 
higher education, he nevertheless man- 
aged to obtain its equivalent, and more, 
by hard study after working hours, 
either in his boyhood home near New 
York City, or at night schools giving 
college extension work. To a techni- 
cally inclined mind he fed technical 
training. 

When he came to Boston in 1929 
from the Kohler Industries in New 
York, to accept the position which he 
held at his death, he had had, although 
only 39 years old, a thorough training 
in the theory and practice of merchan- 
dising, finance and general business 
administration. His fairness quickly 
won him the respect and confidence of 
his organization. The soundness of his 
judgment and his ability to grasp in- 
tricate technicalities, also won him a 
high place in the regard of many of 
the major factors in the shoe industry 
in all sections. His was a life of defi- 
nitely creative usefulness. 

Surviving Mr. Schwarcz are his wid- 
ow, Mrs. Irma Law Schwarcz, and a 
daughter, Lillian Schwarcz. Funeral 
services were held Thursday, Aug. 2, 
at the Temple Israel Chapel in Bos- 
ton. Burial was in Flushing, N. Y. 

BooT AND SHOE RECORDER adds its 
condolence to the regrets of many 
friends, and expresses its deep sym- 
pathy to the family of Mr. Schwarcz, 
and to his associates in business. 


Harry Fried 


JOLIET, ILL.—Harry Fried, of Harry 
Fried, Inc., Boston Store, Joliet, died 
July 25 at his home 5009 Sheridan Road, 
Chicago. He was buried July 26 at 
Waldheim, Western Star. Mr. Fried 
was associated with L. Klein in Chicago 
as their shoe buyer for over 30 years. 
He came there from Klein Brothers, in 
his early twenties, and built up one of 
the most outstanding shoe departments 
in the Middle West. 

Leaving L. Klein January 1, 1932, he 
operated a leased department in the 
Boston Store, Joliet, as president of 
Harry Fried, Inc. He was called “Next 
Week Harry” by his many friends and 
was one of the best known shoe men in 
the Middle West. 

On learning of Mr. Fried’s death, 
Buford H. Jones, vice-president of Dunn 
and McCarthy, Inc., said of him: “No 
one enjoyed greater respect from shoe 


1934 


manufacturers, wholesalers, traveling 
salesmen and retailers than did Mr, 
Fried. The shoe industry will miss 
him.” 


—_—— 


A. Lincoln Bott 


DuBUQuE, IowaA.—A. Lincoln Bott 
died at his home after an illness of 
three years. 

He was honest and upright in all 
his business dealings, and the per. 
sonnel of the Bott Shoe store had been 
celebrating the forty-third anniversary 
of his business at the same location, 
640 Main Street, since July 1. 

The retail shoe business will be con. 
tinued by the widow at the same loca. 
tion under the management of Bart. 
D. Cain. 

He was a charter member of the 
Dubuque lodge, B. P. O. E. and his 
name was one of the few in the cor. 
ner stone of the Elks’ building. He 
also belonged to the Fidelity Life As- 
sociation. 

He was married on June 26, 1901, 
to Lula Belknap who survives him; he 
is also survived by three sisters and 
two brothers. 


M. J. Hagerty 


WASHINGTON, OHIO—M. J. Hagerty, 
73, pioneer shoe manufacturer here is 
dead following an illness of several 
days due to complications from a blood 
clot in his leg. He had been President 
of the P. Hagerty Shoe Co. here for 
many years. 


Whites Cleaned Out 


Des Moines, IowaA— Fabrics with 
patent leather trim and suedes make 
up the greater portion of Fall pur- 
chases by the better shoe shops of the 
city, a survey reveals. Stylish suedes 
are being taken in conservative quanti- 
ties, however, store managers being 
fearful of being caught with a surplus 
on hand. 

A most successful season in whites 
was reported by practically every Des 
Moines store, few having more than 
50 to 100 pairs left on their shelves as 
August opened. 


Starts Wholesale-Retail Business 


PROVIDENCE, R. I.—Charles H. Fish 
has started a new wholesale and retail 
shoe business under the name C. H. 
Fish. 

Mr. Fish covered the Fall River, New 
Bedford and Cape sections of Massa- 
chusetts for several years for the 
former Greene Anthony & Co., shoe 
wholesalers of this city. He also trav- 
eled for Endicott & Johnson and for 
Morse & Rogers, both of New York. 
His most recent position was with 
Hamilton Brown Shoe Co. 

As manager of the new venture, Mr. 
Fish has chosen Herbert W. Williams, 
also associated with Greene Anthony 
& Co. for more than 22 years. Mr. 
Williams did considerable buying, work- 
ing on this end with Byron Watson, 
owner of the business. 
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George Miller Sails 


GEORGE MILLER 


New York, N. Y.—George Miller, 
President of I. Miller & Sons, sailed 
Saturday on the Conti di Savoia. Mr. 
Miller expects to make a complete sur- 
vey of the newest style trends in foot- 
wear. 


Store 
Changes 


H. & H. Shoe Company Forms 


PORTLAND, ORE.—W. H. Harbke, 
L. O. Harbke and T. Willard Gillard 
have formed the H. & H. Shoe Com- 
pany, and will open a modern shoe em- 
porium at Sixth and Morrison Streets. 


SAN FRANCISCO, CAL.—The Gallen- 
kamp Stores have increased their capi- 
tal from $1,000,000 to $1,250,000. In 
line with their expansion in Pacific 
Northwest they will open a third Port- 
land store at 4th and Morrison Sts. 


Leases New Quarters 


NASHVILLE, TENN. — Announcement 
has been made by Meyer Streiffer, man- 
ager of Florsheim Shoe Company, that 
the company has leased the building 
formerly occupied by the Maxwell 
House Shoe Company and will move 
about August 15. The building is be- 
ing modernized and redecorated to meet 
the needs of the Florsheim company. 


Jack Altman Buys Store 


Cuicaco—Jack Altman has bought 
the shoe store formerly known as 
Izen’s at 2 Cicero Avenue and has put 
in a stock of better grade shoes in ad- 
vertised lines, carrying a full run of 
widths and fitting feet up to size 16. 
He has adopted a program of publicity 
that includes radio and personal letter 
advertising. Mr. Izen is store manager. 
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Volk's Sub-Deb Shop 


Datias, TeExas.—Barring the term 
“growing girls” in all newspaper adver- 
tising, window cards, and salespeople’s 
conversation, Volk Brothers children’s 
shoe department has gone a_ step 
further in serving this “in-between” 
age. They have opened a Sub-Deb 
shop on the same floor with children’s 
shoes but have segregated the two de- 
partments. 

Says B. D. Abney, buyer, “The teen 
age girl is no longer a child and dis- 
likes being considered one. She resents 
being fitted in the children’s depart- 
ment. Dividing our stock into two 
aera as we have, we are able to 
make the young girls feel that they 
have graduated from the children’s 
department. At the same time, the 
stock remains on the same floor and 
in close cooperation with the children’s 
department. The Sub-Deb shop also 
caters largely to mothers and to busi- 
ness and sportswomen who prefer shoes 
with a moderate heel.” 

Mr. Abney buys shoes for his Sub- 
Deb shop which can be adapted to an 
adult foot as well as the young girl. 
Both dress and sports types are carried 
in heels which range in height from 
8/8 to 14/8. Sizes carried are from 
three’s to nine’s and ten’s. The price 


range is from $3.95 to $7.00. 


Taylor Store Remodeling 


CLEVELAND, OHI0O—Up to the sched- 
ule in every particular is the proud 
record of Taylor’s store in connection 
with its $500,000 remodeling program. 

Each week witnesses barricades go- 
ing up in various departments to con- 
ceal the installation of new decora- 
tions, fixtures, fittings and lighting 
equipment. Behind the large barri- 
cade at one of the main entrances 
workmen are laying a new terraza 
floor, building walls of Oriental wood 
and setting in modern and attractive 
showcases. The new third floor is 
nearly completed. The furniture and 
fixtures are of modernistic design, cab- 
inets of set-back design and drum 
tables with chromium rails being of 
especial interest. 


Opens Shoe Clinic 


ToRONTO—Situated at 143 Yonge 
Street, in the heart of the downtown 
business section of the city, and marked 
by luxurious appointments, deep- 
cushioned red leather chairs for cus- 
tomers, and various conveniences, there 
has just been opened here the city’s 
first “shoe clinic,” operated by Shoe 
Clinic Limited. Attendants take off 
and put shoes back on customers again 
after advice and service have been 
given. All shoes are shined on lasts to 
avoid soiling apparel. The “shoe clinic” 
has attracted an immense patronage 
from the outset. At the clinic shoes 
are restyled, renewed, rebuilt, repaired, 
resurfaced, relined and recolored. 


Cincinnati Endorses 
Fall Opening Week 


CINCINNATI, OHIO—Aug. 15 will be 
observed as Fall Opening Week by 
many Cincinnati shoe merchants. 

Harry C. McLaughlin, president of 
the Potter Shoe Company, says they 
will endeavor to observe the day by at- 
tractive and unusual window displays. 

Mr. Whitton, assistant buyer for the 
H. and S. Pogue Company’s shoe de- 
partments, considers Aug. 15 an ideal 
time for Fall opening, and will ob- 
serve it by a tie-up of advertising and 
window displays. 

D. W. Thompson, manager of Smith- 
Kassons shoe department, says they are 
planning to observe the day by the 
usual advertising and window display. 

H. R. Mellet of Forsyte Shoe Com- 
pany will also observe Aug. 15 as Fall 
opening day in Cincinnati. 

S. Arnold, buyer and manager for 
Lawtons, the French Shop, is enthusi- 
astically in favor of Aug. 15 as Fall 
opening day and will observe it not 
only by advertising and window dis- 
plays but by sending out special letters 
to patrons and prospective customers. 

G. E. Hubble of Reed Shoe Company 
says they will also observe the day as 
Fall Opening Week. 

M. Agatstein, buyer and manager for 
the Irwin-Kline Company, is very much 
in favor of Aug. 15 as Fall opening 
day and will observe it in the usual 
way of advertising and window dis- 
plays. 


Crepe Soles for Fall 


WESTWOOD VILLAGE, CAL.—Those in- 
terested in active sports are showing a 
keen interest in a light-weight elk skin 
shoe with a crepe sole, built on a tennis 
shoe last, being shown at the fashion- 
able men’s store operated by Phelps- 
Terkel, Inc. The shoe appears in plain 
white, white with brown calf trim and 
in plain brown. Its popularity, accord- 
ing to J. A. Palmergreen, manager, 
comes from the extreme lightness in 
weight and from its general utility as 
a sports shoe. Its value as a boating 
shoe has won it favor and it will be 
shown throughout the entire fall. 

White buck sport shoes with or with- 
out calf trim are to be shown in this 
store throughout the entire Fall and 
Winter seasons this year as the wear- 
ing of white shoes throughout the whole 
year is a custom rapidly taking hold 
with both young and middle-aged men. 

Sales show a substantial gain month 
by month over those of 1933. Seventy- 
five per cent of the trade is studio 
trade and approximately 10 per cent 
student trade, 


Why Good Shoe Men Fail 


While I am writing I want to say that if 

I ever fail in business, it will be because I 

paid too much attention to your clever car- 

toons. Keep up the good work on the inside 

dope on up-to-the-minute shoe stores and 
departments. 

B. L. Hammer, Hammer Footwear Co., 

Fargo, N. D. 
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Women's Shoes 
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KUSH-IN-EZE 


HAND TURNED 


FOOTWEAR 
IN STOCK 


Ne. 202 Black 
Kid $2.10 


VAUGHAN-TOWLE CO. 
WAKEFIELD, MASS. 


OO 6 OO Ere OF 6 ee Pe Pre ee 


Dancing Shoes and Taps 
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BLACK CALF 
PAT. LEATHER 
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$1.55 A-B-C 11% -2 


OWENS SHOE Co. 


28 Goodhue St., Salem, Mass. 








Adds New Line 


PORTLAND, MeE.—Wheeler & Toms, 
Inc., 8 Brown Street, well known 
Physical Culture and Dr. Kahler deal- 
ers, have recently added a line of 
Ground Gripper shoes. The additional 
facilities found in the Ground Gripper 
line for rendering a foot comfort ser- 
vice to a much wider variety of foot 
conditions makes the store a real Foot 
Health Headquarters. They will con- 
tinue the successful policy instituted 
by Orthopedic Shoes, Inc., of carry- 
ing different types of shoes for differ- 
ent types of feet. 
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. Why Not Sell Galoshes? 


[CONTINUED FROM PAGE 17] 


stimulate rubber footwear business on 
a style rather than a price basis—the 
novelties now on the market play their 
part. Smart effects have been gained 
this year with simulated grained 
leathers, tying up directly with the 
vogue for crushed calf and kid in shoes. 
Rubberized fabric galoshes have been 
revived—and are being well received 
by style buyers. This may be a result 
of last winter’s weather, or simply the 
coming around again of a fabric cycle. 
Fur trimming is gaining as a style 
item. Detail features, like tailored 
stitching, or the lace tie derived from 
the ghillie pattern in shoes—all fit into 
the picture of early-season style pro- 
motion. 

A major development in shoes—the 
sharper distinction now being made be- 
tween tailored and dress types—can 
also be capitalized in selling rubber 
footwear. It provides a sound basis for 
promoting two distinct types of gal- 
oshes—a tailored and a dressier model. 

Tailored effects, walking _ heels, 
sturdy lines are more important in this 
season of tweed costumes than they 
have ever been before. On the other 
hand, afternoon shoes built on light 
lines are also significant. A clean-cut 
line is drawn between them in shoe- 
selling, why not in galosh selling? 
Why not a two pair plan? 

When a woman buys a monk, moc- 
casin or ghillie pattern in shoes, she 
should be shown a galosh that also has 
tailored styling with the correctly fit- 
ting heel. When she buys a light for- 
mal oxford, a satin or pin seal finish 
galosh with a spike heel is the proper 
complement. Why can’t she be made 
to feel that she needs two pairs—a 
tailored gaiter and a formal gaiter? 
For certainly a _ satin-finish galosh 
worn with a tweed suit, or an alli- 
gator grained galosh with a fox- 
trimmed coat are equally out of place! 

Even a third pair for evening—in 
white or black, perhaps fur-trimmed, 
is not beyond the bounds of reason. 
This promises to be an important eve- 
ning. season. Delicate sandals need 
protection—and daytime galoshes won’t 
do the job properly. 

But such suggestive selling — ob- 
viously—can’t be done while the snow 
is flying and six more customers are 
waiting their turn. It must be done 
at leisure, while the customer is buy- 
ing shoes, and while she still has some 
money left to spend. Right after Labor 
Day, we say, isn’t a day too soon. 


Sees Better Quality Trend 


PROVIDENCE, R. I. — An early Fall 
season, a good sales season and a period 
of higher quality shoes will feature the 
coming Fall business in the opinion of 
George E. Peirce, Jr., of the Thos. F. 
Peirce & Son shoe business. 

At the Peirce store, the Fall season 
will be launched about the middle of 
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August. Mr. Peirce believes it will be 
a fine suede season with blacks and 
browns leading. 

As to the return to better footwear, 
Mr. Peirce states they are to include 
a higher maximum price level in the 
coming season than they have been fea- 
turing. Previously prices have run 
from $5.95 to $10.95. The minimum will 
remain the same but the maximum will 
be raised to $14.95, featuring a better 
shoe in response to demand. This re- 
tailer finds people are decidedly seek- 
ing better quality ‘and returning to the 
higher-priced levels of previous times. 


Miss Berté Arkin 
Opens Style Salon 


MISS BERTE ARKIN 


New York, N. Y.—Miss Berté Arkin, 
just returned from an intensive study 
of Continental. styles, finds that the 
English influence as it pertains to 
women’s shoe styles is of the utmost 
importance for the coming seasons. 
She has brought back with her a con- 
siderable number of shoe ideas which 
she is busily engaged in adapting to 
current American standards. Imme- 
diately on her return to this country 
Miss Arkin opened a shoe style salon 
in Suite 1009, Marbridge Building, 
New York, where she will continue her 
work of furnishing fashions in the way 
of pull-overs to shoe manufacturers, 
leather houses and retail shoe buyers. 


Littleway Fiddle Shank 


Boston, Mass.— The fiddle shan* 
shoe, once rated as a specimen of fire 
hand shoemaking, is now done by ma- 
chine, the Littleway staple lasting ma- 
chine being used. This machine draws 
the leather of the upper with a glove 
stretch down to the shank of the wood 
of the last, and it overlaps the right !ip 
of the upper over the left, which may 
give to the shoe buyer some idea of how 
tightly this Littleway fiddle shank is 
pulled in. 
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oe be Suede Fall Expected this was extremely smart looking. He Nell Burleson Addresses Ad Club 
ks and also intends “going along” with an- : 

other of his best sellers, the “Cent-O- PORTLAND, ORE.— Taking a promi- 
otwear, Prog,” a dressy walking shoe named nent part in the Pacific Coast Ad 
include after the World’s Fair, for which it Clubs’ convention on Thursday, July 
in the was designed, “for the long day on 12, was Miss Nell Burleson of the 
en fea- your feet.” Frank Werner Shoe Co. of San Fran- 
ve run Besides suedes and the dependable cisco telling 300 ladies and gentlemen 
um will staples, Mr. Bergstahler believes the delegated from all over the West that 
mm will crushed kid, Bering seal, Calcutta liz- “50 Million Ad Men Can Be Wrong.” 
_ better zard and brown alligator will be in the But the theme of the convention was 
his re- picture, but to what extent he says “Can Advertising Take It?” 
y seek- no one seems to know at present. 
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CuHicaco, ILt.—Carl Burgstahler, 
vice-president and general manager of 
F. E. Foster & Co., anticipates that 
black and brown suedes will be domi- 
nant this Fall. He is preparing for 
a very considerable business on these. 
Higher cut oxfords will be the rule, in 
his opinion, with all the way from two 
to six eyelets. “Allover suedes with 
stitchings, braidings and perfs will be 
better than the leather tip numbers,” 
predicts Mr. Burgstahler. Cloth shoes 
are a bit hard to figure, but he expects 
them to run about 10 per cent. 

This Spring Foster’s brought out a 
high-cut pattern called “Fleet-O-Foot,” 
with two concealed gores, the upper 
gore being back of a button set in a 
rosette which forms part of the motif 
of the shoe. This style, which met with 
remarkable success, was Mr. Burg- 
stahler’s “baby.” For Fall he plans 
to present this shoe in black and brown 
suede. He had a pullover of it, and 





About People 


Advances Shoe Guild 


SEATTLE, WASH. — Visiting Pacific 
Northwest cities, Dominic La Valle, 
designer and maker of exclusive shoes, 
with his son Patrick D. La Valle, has 
been advancing the work of the Fash- 
ion Shoe Guild of America and its fight 
against piracy. Thoroughly informing 
shoemen of the Pacific Northwest, the 
elder La Valle pointed out that no ad- 
vance showings of new shoe models, nor 
printing or photographs of new shoe 
designs until they were patented and 
no showing of shoes to other than ac- 
credited representatives of retailers 
carrying the line, are among the im- 
portant rulings of the Guild. He stated 
that the fight. of the Guild is pretty 
much the same as that occupying the 
attention of exclusive French and Am- 
erican designers of women’s clothes. 


Appointed Shoe Buyer 


PORTLAND, ORE.—H. A. Thomas, who 
has been buyer of women’s shoes at 
Olds, Wortman & King, this city, has 
been appointed buyer and manager of 
the women’s shoe department of the 
Eastern Outfitting Company, effective 
Aug. 1, when Harry Goldstein leaves 
the Eastern to open a shoe store of his 
own with Ernest Kronstein. He is 
now preparing for early opening at 
Ninth Avenue and Morrison Street, 
where an attractive modern store front 
is being installed. 


Rounsaville Quits 


Los ANGELES, CALIF.—R. A. Rounsa- 
ville who has been in the shoe business 
in Los Angeles for several years hav- 
ing owned two different exclusive stores 
on Wilshire Boulevard and who more 
recently has been located at 4345 S. 
Vermont Avenue, has sold out his inter- 
ests and will retire temporarily. 
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AT BECK HAZZARD BUILDING 
326 Lafayette St., New York City 
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PLM. 
The nationally known traveling slipper 
NOW AVAILABLE 


in Celanese Moire—in Black, Maroon, 
Dark Blue, Powder Blue, Forest Green 





and Scarlet. They will increase your 
sales. Order a run of sizes. Price— 
with envelope case........ $1.50 pr. 


SWAN SHOE CO., Inc. 


Manufacturers 


2201 Aisquith St., Baltimore, Maryland 
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Heelers Cutting More Leather 


Lynn, Mass.—Heel makers here are 
cutting more leather than for a long 
time, having the usual demand for 
more low heels such as comes in the 
Fall of the year, and also having orders 
for high heels, to be turned like wood 
heels, and some of these are so high 
that the making of them uses up twice 
as much leather as do low heels. 


S. F. Smythe With Bullock's 


Los ANGELES, CAL.—S. F. Smythe is 
the new manager of the main men’s 
shoe department in the new men’s store 
in Bullock’s, taking the place of N. J. 
Hartman, who is now the manager of 
the Nettleton store at 432 West Sixth 
Street. 























SanTA ANA, CALIF. — The Economy 
Shoe Store, owned by Ed. Busch, re- 
cently enlarged to take in the entire 
ground floor of the building occupied, 
boasts the most complete line-up of 
Monterey windows in southern Cali- 
fornia. 
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Monterey Windows Effective 








The heavy arches in which the round 
top glass is set makes each window look 
pretty much like a series of small shop 
windows and gives good opportunity 
for unit displays without the necessity 
of separating such displays by parti- 
tions or other dividers inside. 





Portland's Strike 


PORTLAND, ORE.—Together with many 
other types of merchandise, Portland 
shoe dealers today find their business 
almost at a standstill after nine and 
one-half weeks of the longshoremen’s 
strike. Some 108 unions have thus far 
signed up for a general strike which 
is scheduled to go into effect within the 
next 24 hours. 

Also, many shoe dealers have taken 
out for the first time riot insurance to 
protect their properties. Upward of 
$10,000,000 of this type of insurance 
has been sold here within the past 30 
days, headed by Meier & Frank, lead- 
ing department stoge, with $6,000,000 
on their properties and heavy stocks. 

The insurance companies have urged, 
and, in many cases, merchants have 
purchased additional protection against 
vandalism, malicious mischief or sabot- 
age, which called for an extra premium. 
In event that militia or troops are 
called out, the insurance rate will be 
tripled. 

The Citizens’ Emergency League, 
with a membership of some 3,000, has 
been formed by leading business men 
and their staffs for the protection of 
their properties and stocks. They will 
assist in quelling disorders in the event 
that police and county officers do not 
prove adequate protection. 





Three New Douglas Stores 


Brockton, Mass.—W. L. Douglas 
Shoe Co. are opening in August three 
new stores, one in New York City, 
another in Chicago and the third in 
Louisville. 








Wakefields's Anniversary 


WAKEFIELD, Mass.—L. B. Evans” 
Son Co., Dine Shoe Co., A. G. Spaulding: 
Co. and others are getting ready for 
the 250th anniversary celebration of 
this town. The Evans family has been 
making shoes here for 135 continuous. 
years, and shoemaking began in Wake- 
field 267 years ago this year, when 
Jonas Eaton was “granted the privi- 
lege of wood and herbage in a tract 
of land, on condition that he remain in 
town and follow his trade of shoe- 
maker.” 

The Beebes, Boston leather mer- 
chants, have been residents of Wake- 
field for generations, and the Beebe 
library is a memorial to them. 


Work Shoes Show Gain 


MILWAUKEE, WIis.—The Albert H. 
Weinbrenner Company, makers of 
men’s work shoes, has increased its 
1934 business over that of 1933 by 
about 15 per cent. W. J. Hanson, sales 
manager, reports the immediate trade 
outlook is very favorable. Increased 
purchasing power in industrial and 
agricultural areas is one of the reasons 
for the improvement in work shoe vol- 
ume, officials say. 


Hand Stuffed Insoles 


Boston, Mass.—The art of hand 
stuffing leather is being revived and 
leather so stuffed is cut up for insoles 
for high grade shoes. The stuffings, or 
dressings, are emulsions that are 
worked into the leather by hand to 
nourish it, and make it resilient, flex- 
ible and durable. 
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YOUR FALL SHOE SELLING 
depends on SHOWMANSHIP 


V Dramatized selling—showmanship—in ads and dis- 
plays, is absolutely necessary to increase customer 
interest and sell more shoes this Fall. w In this book 
are 50 good, sound, practical promotion ideas for 
newspaper ads, direct mail, window displays, interior 
displays, contests, style exhibitions—covering men's, 
women's, and children's shoes, rubber footwear and 
hosiery. 


50 IDEAS FOR FAALLL. 
PROMOTIONS 


WITH 41 ILLUSTRATIONS $ 














ORDER BASS MOCCASIN BOOTS NOW! 


Hunting season will be wide 
open in 3 months. Boots will 
be wanted. And many sportsmen 
will be asking for Bass Genuine 
Moccasin Boots. 


Advertisements are appearing 
now in Field and Stream, Na- 
tional Sportsman, and Hunting 
and Fishing. 


Stock the Bass line. Feature it. 
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Factory Planning to Move 


Derry, N. H.—The Progressive Shoe 
Co., which moved from this town to 
Lynn a year ago, is planning to move 
back here again. The firm has been 
offered $10,000 removal expenses and 
all costs pertaining to installation of 
machinery by the people of Derry, in 
addition to assurances that the workers 
will cooperate wholeheartedly with the 


Flagpole Dancing Stunt 


TACOMA, WASH.—Berg’s Bootery put 
on “its act” in connection with an ef- 
fective tie-in of the sky dancing and 
exceptional balancing footwork of 
Betty and Benny Fox, dancing atop a 
wee unrailed platform atop a 50- foot 
flagpole on the tall Winthrop Hotel. 
“Foot comfort comes first,” said Betty, 


with a 22-8 heel is gaining in favor 
with the patrons of Bullock’s Westwood 
Village branch of which E. Bailey is 
manager. The village is the site of the 
southern branch of the University of 
California with a large student clien- 
tele. 

A second number proving popular is 
a very plain, neat, three-eyelet shoe in 
suede, both black and brown, with a 


2 i ; ‘ decidedly short French vamp and a 
a = pe nee seen. and Berg’s relayed this to the crowd of joylevard heel. The decorative effect 
ae the about 100,000 Tacomans. Floodlights j;, accomplished by perforations on the 
933 by Craddock-Ter Drench Starts were turned on the footwear of the tip. The same shoe is sold in a pump 
gg nd ry daring dancers 235 feet above the pattern but sales are running 15 per 
» trade RICHMOND, VA.—The Farmville, Va., Streets in their marathon dance. cent below those in the eyelet pattern. 
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branch of the Craddock-Terry Shoe 
Company, manufacturers, which has 
recently moved to Farmville, opened 
for work July 1. About 115 locally 
trained persons are employed, with the 
possibility of 200 to 300 more being 
employed within a few months. 


First Fall Showing 


Boston, Mass.—C. Crawford Holl- 
idge, making the first showing of new 
Fall styles, features blacks, both shiny 
and dull, in oxford, opera and strap 
pump models, short round toes and un- 
usual patterning being notable. 


Display Sold Children's Shoes 


Los ANGELES, CAL.—Washable white 
sport shoes for children were shown in 
a Bullock’s window here hanging on a 
clothes line to which they were attached 
by clothes-pins. A little boy with a pair 
of such shoes on held up one end of 
the line while a little girl busy over 
a wash-tub was turning out washed 
shoes at the other end of the line. This 
window stopped the crowd and sold 
shoes. 


Some demand is already apparent for 
fabrics of the practical, hard-wearing 
type, brown being the predominating 
color in these and a one-eyelet tie lead- 
ing. Calf fox and tip prevent scuffing. 

Sport type shoes sell readily the year 
around in this store and white buck is 
always on display either with or with- 
out black or brown calf trim. 


New Store 


Los ANGELES, CAL.—Jack Koch is 
the proprietor of a new family shoe 
store at Torrance. The store is modern 
and well equipped, featuring merchan- 
dise in the medium price brackets. 
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Play Shoes 


6 PO SP ee er ee 





CAMP MOCCASINS 


Genuine Hand Sewn 
No. 1 Men’s Pisin...... $1.60 
No. 2 Men’s With Sole.. 1.85 
No. 3 Boys With Sole .. 1.65 








COLT-CROMWELL Co. 


IN 
STOCK 1239 Broadway, N.Y.C. 








“PLA-SHU” 


Inexpensive All Leather 


Made on new UCO process, no staples. Made 
over BROUWER’S Research Last #8. 
IN-STOCK 
Muleskin 
Sand with Brown Trim 
No. 2000 sizes 6 -I11 
“ 2001 “ 11%- 2 
2002“ 2%- 6 
2004 =“ 6 -12 





Same in Elk 

Smoked with Tan Trim 
Packed 24 pairs to the case. Sizes 6-11 with 
leather spring heel. All others, rubber heels. 
Popular priced, Hygienic Health Shoe. The 
porous leatber gives foot ventilation. - 
BHU” circular sent on request. 


MONDL MFG. CO. - - - Oshkosh, Wis. 
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Riding Boots 
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JUSTIN BOOTS 
Famous Since 1879 


A COMPLETE LINE 
STOCK AND 


STYLES IN 
MADE 


Riding, Cowboy and Lace Boots )) Yi 
Write for Catalog 


( 
‘ 





H. J. JUSTIN & SONS, Y 


x 
1 JU WORTH, ONS, lec. 











A. M. Greene Makes Change 


A. M. Greene, for many years rep- 
resentative for The Brockton Shoe 
Leader Co., is now with the Weitzman 
Shoe Co. of Newark, N. J. Mr. Greene 
is known throughout the Hudson Valley 
to Albany and Troy and the Connecti- 
cut Valley section to Hartford. He 
is now carrying a line of infant’s, chil- 
dren’s, misses’ and boys’ shoes. 


Cuban Agent Visits Boston 


Boston — A recent visitor to the 
Boston market was Ramon Poblet, 
manufacturers’ agent for the Hunt- 
Rankin Leather Company, Winslow 
Bros. and Smith, Colonial Tanning 
Company and the Armour Leather 
Company. Mr. Poblet is now en route 
to Havana, Cuba, where his business 
headquarters are located. 








THE "COUNTRY" FOOT DOCTOR 


Dr. Locke Film to be shown by 
shoe merchants. 





STANLEY C. BERGER 


Director of Education Lockwedge 
Shoe Corp. 


Early in September, the Lockwedge 
Shoe Corporation of Columbus, Ohio, 
will release a talking motion picture, 
“The Story of a Country Doctor,” with 
Milton Cross, the renowned radio an- 
nouncer, as narrator. 

This picture, -produced by Castle 
Films, was recently made at Dr. Locke’s 
place at Williamsburg, Ontario, and 
dramatically tells the story of his great 
work in helping and curing people suf- 
fering from arthritis, principally by 
hand manipulation of the feet. 

As the story develops on the screen 
it shows the typical Canadian country 
around Dr. Locke’s farm and then the 
doctor himself at work in the center of 
his outdoor clinic. 

Every feature of his treatment is 
shown in detail. Special cases are 
pictorially described and some of the 
patients actually tell the story of their 
progress. The picture serves an edu- 
cational purpose. 

This corrective shoe was designed 
by Dr. Locke to help his patients and 
others suffering with ill health result- 
ing from mal-adjustment of foot struc- 
ture. 

Dr. Locke is world famous and treats 
hundreds of patients every day. The 
story is one that should be generally 
known, and this motion picture will do 
much to give it wide circulation. 

It will be shown in a number of 
ways nationally. The feature show- 
ings will be arranged for by S. C. 
Berger, director of education of the 
Lockwedge Shoe Corporation. He will 
shortly start on a country-wide trip, 
visiting the 300 M. W. Locke Shoe 
dealers in principal cities. 





Boston, Mass.—Louis Feldman has 
been appointed shoe representative for 
the National Department Stores for 
the Boston market. His office will be 
at 178 Lincoln Street. 
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To Defend Design 


A preliminary injunction was granted 
to I. Miller & Sons, Inc., a member of 
the Shoe Fashion Guild of America, Inc., 
July 30, by Judge Bondy of the U. S. 
District Court for the Southern District 
of New York, restraining M. J. L. Shoe 
Shops, Inc., from selling or offering for 
sale two different shoe styles which were 
held to be infringements of the Miller 
patents 91895 and 91589. 

One of the shoes was claimed to be 
a line for line copy of a Miller style 
covered by Design Patent No. 91589. 
The other shoe was alleged to embody 
certain changes but still retained the 
ornamental motive of the Miller shoe 
from which it was copied, which style 
was covered by Design Patent No. 
91895. 

Judge Bondy defines what constitutes 
design infringement—namely, “the 
same impression is made by the patent- 
ed design and by the design of the shoe 
sold by the defendant.” 





Illinois Convention Plans 


QuINCY, ILL.—Last minute plans in- 
dicate that the coming Illinois State 
Shoe Dealers’ Convention, which will 
be held here Aug. 19, 20 and 21, will 
be the best one yet held. A thorough 
explanation of “The New Deal” in bus- 
iness by an authority on the subject 
has been planned. Plenty of style in- 
formation, plenty of clean, wholesome 
entertainment, plenty of dancing and 
banquets are promised. 





Plans Fall Opening 


DENVER, CoLo.—The Denver May 
Co. expects to hold its Fall shoe opening 
Aug. 15, to tie up with the Boor & 
SHOE RECORDER national campaign. 

“We’re coming to the end of the big- 
gest white season in this store’s history, 
and we expect an excellent Fall vol- 
ume,” reports assistant buyer J. H. 
Wolack. “Despite a greatly enlarged 
white stock, we’ll carry over far less 
than last year. Every day’s sales are 
running a little ahead of the previous 
year in the totals. 

“We expect the Fall season to start 
out strong with cloth combinations and 
then go into suedes. There will be a lot 
of high-style stock in cloths. Patent 
tips should be very good and we expect 
stitching to be popular in better-grade 
stock. Jeweled cocktail sandals are 
already moving well and we expect a 
big Fall season on them.” 





Aber With Friedman Shelby 


PHILADELPHIA, Pa.—Samuel M. 
Aber is now covering eastern Pennsy|- 
vania, including Philadelphia, New 
Jersey, Delaware, Maryland and the 
east shore of Virginia for the Fried- 
man Shelby branch of the International 
Shoe Co. Mr. Aber formerly worked 
out of the New York branch of the 
Weyenberg Shoe Manufacturing Shve 
Co. for a number of years, covering 
the metropolitan territory. 
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UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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MBS. DAY’S IDEAL BABY SHOES 


Infants’ Soft Se 
intermediates ....... 1-5 
Flexible Hard Soles. .2-8 


Bend FW ~ Sra 


MRS. Day's ll BABY 
Danvers, Mass. 
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"Harbor Dollar" Survey 


Marion, OHI0—An extensive survey 
to determine what becomes of the aver- 
age workingman’s dollar has been 
launched here by an oil company which 
made its payroll of $2,400 in silver dol- 
lars. Merchants including retail shoe 
dealers have agreed to check the classi- 
fications of merchandise purchased with 
the cartwheels during a period of two 
weeks. 


Shoeman Scores "Hole in One" 


SALT LAKE City, UTAH.—H. D. Far- 
rington, manager of Speicher’s Econ- 
cmy Store, 52 East Broadway, left Sat- 
urday for a two or three-week buying 
trip, going first to Chicago and New 
York. He will stop over in St. Louis 
on his return to complete buying of 
Fall stock and inspect lines. 

Mr. Farrington recently had the dis- 
tinction of making a “hole in one” at 
the Forest Dale golf course here, es- 
tablishing quite a record for his game, 
since this is the first timé in two or 
three years that this honor has been 
carried off by a shoe man. Which 
makes a good subject for Farrington to 
tell his friends about on his trip East— 
if he isn’t too modest to tell the boys 
about it! 
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Seen in State Street Windows 


CuHIcAGo—O’Connor & Goldberg gave 
prominent space in their large State 
Street. window to a tall unit display of 
browns, mostly kid, featuring novelty 
patterns, at $3.95, $5.50 and $6.50. An- 
other space in this window featured 
Wampas ties. Some of these pumps are 
of kid and some of satin; all are black 
and have bows of either gold or silver 
kid. The large central display is of 
whites, largely sandals, at $3.65. In the 
lobby a fair sized window is given over 
to silk chiffon hose at 69c. Items of in- 
terest in the men’s windows were @ 
special selling of sports at $3.65 and a 
showing of light compos at $6. 

Walk-over windows featured sales of 
men’s sports at $4.95, of women’s 
“Rhumbas,” with deep crepe soles, at 
$2.75. Cutler’s had a stocky trim of 
men’s shoes reduced to $1.95, $2.85 and 
$3.35; women’s similarly reduced. 

The new Wise store has an exceed- 
ingly catchy nautical motif in the trim, 
producing the effect of the deck of a 
ship. The large island window in the 
center of the lobby houses a large turn- 
table which rotates a tall mast and 
“crow’s nest,” surmounting three cir- 
cular plateaux which turn with the 
mast. All this to herald a,sale of 
women’s white shoes (all varieties) at 
$2.98 and $3.35. 

Carson, Pirie, Scott & Co. have a 
window of whites at $5.95 and $7.95. A 
show card announces: “Our entire stock 
of white shoes have been reduced— 
right in the middle of Summer. It’s an 


excellent opportunity to make grand 
buys that you can wear all Summer.” 
Another interesting window at Car- 
son’s is one black satin dress, white 
trimmed, for “bridging” the gap be- 
tween now and Autumn. With these 
they show black kid pumps, mostly 
plain, though one that harmonized 
beautifully with the dress was of 
braided kid. 

Mandel Bros. have a beach sandal 
display that’s a riot of color, flanked 
on either side by a white shoe trim. 

Chas. A. Stevens & Brothers have a 
small but rather varied display in con- 
nection with a sale of odd sizes at $4.95. 

Color is in evidence in the Marshall 
Field shoe window. Some sandals of 
figured cloth are most attractive. 

F. E. Foster & Co. devote both win- 
dows to women’s white shoes. Venti- 
lated patterns are in the majority 
here. Reduced prices, $6.75 to $11.75. 

Last Friday the shoe windows of 
State Street, Chicago, showed signs of 
normal reaction to the long hot spell 
by showing a preponderance of white 
and ventilated footwear. A good pro- 
portion of the women’s styles shown 
might be described as “more ventilation 
than shoe.” Bright colors, mostly in 
beach sandals, enlivened some of the 
displays. 

State Street merchants cooperated in 
advertising a dollar day for Thursday. 
Due to a shower Thursday morning, 
this sale was continued on Friday. The 
street was thronged on both days. 








Installs Cooling System 


LouIsvILLE, Ky.—Dann Byck, presi- 
dent of Byck Brothers & Co., famous 
shoe house of Louisville, which also 
handles other lines for women, an- 
nounced July 7 that the company was 
installing air cooling equipment, which 
would be in operation by July 16. Con- 
tract has been awarded to the Liberty 
Blow Pipe Co., of Louisville. The 
system will cool the ladies’ shoe, 
hosiery, ready-to-wear, lingerie, knit- 
wear, costume jewelry, bag and hand- 
kerchief departments. 

Cooling is becoming very important 
here. Ben Snyder’s department store 
installed such a system last year. 
Stewart Dry Goods Co. is now install- 
ing a system for its first four floors. 
Kaufman Straus Co, plans such an in- 
stallation next year. Various smaller 
stores, restaurants, etc., as well as the 
Kresge, have been equipped. 





Producing Patented Shoe. 


BrockTon, Mass.—Charles O. Cristy 
has started to make patented shoes, 
known as “Vita-Flex” footwear, in 
Brockton, the patents providing for the 
use of a shank of metal as thin as a 
playing card, this shank extending 
from the heel to the toe of the shoe, and 
being so encased in felt that the felt 
makes a filler for the cavity in the 
bottom of the shoe as well as a cushion 
for the foot. 











THIS WEEK'S BOUQUETS 





Read ‘Em And Reap—Profits 


Permit me to commend you and your 
assistants for the high standard of the news 
items and general information contained in 
every issue of Boot AND SHOE RECORDER. 

I read many trade journals of businesses 
allied to the retail shoe industry and care- 
fully study the information they contain, 
but I can truthfully say I have yet to find 
any business publication wherein the items 
are all interesting and concisely and com- 
prehensibly stated. 

Boot AND SHOE RECORDER is a true in- 
terpreter of expected changes in the shoe 
industry. No shoe retailer should overlook 
the essential guidance to be found between 
the cover pages of each issue. Read ’Em 
And Reap—Profits. 


Best wishes for your continued success. 


Julian Sternbock, Wichita, Kans. 
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Snapping Up Juvenile Trade 


CLEVELAND, OHIO — Cooperation of 
the adjoining boys’ clothing department 
is an important factor in the turnover 
of boys’ shoes at the Higbee Co., ac- 
cording to Miss Mae Musiol, juvenile 
shoe buyer. Shoes are constantly 
shown in the display cases of that de- 
partment as a part of complete en- 
sembles. 

“Nearly every boy’s clothing patron 
is a customer of our shoe department,” 
says Miss Musiol, “and the aids and 
suggestions of the adjoining depart- 
ment give our sales a big boost.” 

The Higbee juvenile shoe department 
is directly between the boys’ clothing 
department and the children’s and 
girls’ department on the third floor, so 
that youthful feminine trade has been 
spurred by the location also. In fact 
the shoe buyer divides her male and 
female footwear displays to give them 
a natural position nearest their own 
adjoining department. 

Psychological treatment of juvenile 
patrons is necessary, in the opinion of 
Miss Musiol. Girls, she says, will come 
in regardless, but boys want to be in 
their own environment with other boys. 
This is especially true of older juve- 
niles, and at Higbee’s they endeavor to 
seat the older boys in the rear by 
themselves. 

“The resistance of boys to a feminine 
atmosphere was demonstrated,” says 
Miss Musiol, “when we had the depart- 
ment located for a time in conjunction 
with women’s shoes on the fourth floor. 


The reluctance of boys to enter the de- 
partment was highly noticeable.” 

In order to suit the fancy of all her 
patrons, this buyer maintains a divided 
sales staff comprised of four women 
and two men. The men are there to 
service the older boys mainly and, if 
both are busy, saleswomen will often 
take a selection of shoes to the boy and 
let him look them over while waiting 
for one of the men to fit and sell him. 
Such is the indicated preference. 

Another difference in girl and boy 
trade is apparent in the selection of 
merchandise, says Miss Musiol. Boys 
want to copy dad or big brother, but 
girls feel that mother’s shoe ideas are 
entirely too old fashioned. 





Shoes to Match Eyes 


Ted Huggins of Pasadena and Santa 
Barbara, California, says: "In selling style 
shoes to women we always take note of the 
color of the eyes, and hair and the general 
complexion. We can sell a pair of blue shoes 
to a woman with decidedly blue eyes every 
time. 

"A woman with reddish or auburn hair 
likes russet or bronze shoes, there is some- 
thing in her psychology that instinctively 
responds to such colors in shoes. A woman 
who is strikingly blonde invariably is attracted 
by high colors. We have one sun-colored 
customer who never wears anything but a 
red shoe either for street or party wear. 

"We never Show a black shoe to a woman 
who is a pronounced brunette, for contrast 
gives such customer more striking beauty. 
| feel safe in saying we sell more shoes by 
watching eyes, hair, and complexions than 
we do by watching colors of costumes." 


6 


Dark Brown for Girls 


MILWAUKEE. — H. J. Bauch, sales 
manager of the Ideal Shoe Company, 
reports that there is an increasing de- 
mand for dark brown and grain leather 
shoes for growing girls at the present 
time. Dark brown is running far in 
the lead in colors. Demand for shoes 
is for better grades right now, indi- 
cating a more widespread purchasing 
power than in 1933. 

The Ideal company is now making 
5,500 pairs a day, Mr. Bauch reports, 
which is quite an increase over 1933 
production. Business in general has a 
steady tone, he says. He believes Fall 
volume will exceed that of last year by 
15 to 20 per cent. 





Lovelace Appointed Manager 


SPRINGFIELD, ILL. —R. A. Lovelace, 
who for three years has been connected 
with the shoe department at Rolands 
store, has been appointed manager of 
the department succeeding M. Kramer. 
Mr. Lovelace has had a long experience 
in the shoe business and in his new 
position expects to improve the service 
to his large clientele. 


Steel Toes 


LYNN, Mass.—Shoe manufacturers 
here haven’t much more than finished 
up the run on open toe sandals than 
they are getting interested in the idea 
of closing up the open toes with steel 
boxes, like those used in men’s work 
shoes only in styles for women’s shoes. 








FOREMOST IN 
FRIENDLINESS 


There's a new regime at Hotel LaSalle—a friendly 
"what-can-we-do-for-you" spirit that will make you 


happy here. 


You'll find us cheerfully ready to serve—anxious 
to make you feel at home—determined to win 


your constant friendship! 


Here's a famous hotel, with outstanding facili- 
ties, and yet with warmth and hospitality that evi. 
dences our personal interest in you. 


Our rates will please you, too! 


James Louis Smith, Manager 


LaSalle Street at 


HOTEL LASALLE CHICAGO 





Madison 









Shop the Mar- 
bridge Building — 
Headquarters for 
Value and Style 


Under one roof... the showrooms 
of the shoe industry’s leading man- 
ufacturers . .. easily accessible to 
retailers and buyers, who, in one 
visit, may learn all that is new and 
smart in the shoe world. 

The coming season’s outstanding 
shoe styles are on display now at 
the Shoe Buying Centre in New 
York .. . the crossroads of the 
trade . .. the Marbridge Building. 
Come and see them before you buy! 


1378 Ronn YOR 
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SALESMEN WANTED 





POSITION WANTED 





BUSINESS OPPORTUNITY 














SHOE salesmen to handle a line of new spe- 
cialty suede shoe brush as side line; excellent 
and fast selling fall item; carry samples in 
your pocket; commission basis. State references 
and territory in first letter. Address D-817, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 





ALESMEN wanted for the State of Pennsyl- 
vania and New.York State to sell a General 
line of shoes to retailers; reference and quali- 
fication necessary. Address D-821, care Boot & 
vot. Recorder, 239 West 39th Street, New 
ork, N. Y. 





ALESMEN~— Resident salesmen for Virginia, 

West Virginia, Maryland and North Caro- 
lina, Ohio, Indiana and Michigan. Fast line of 
Women’s $2.00 and $3.00 retailers. Commis- 
sion only. United Shoe Company, 19 N. 4th 
Street, Philadelphia, Pa. 








BUSINESS OPPORTUNITY 











MANAGER AND BUYER 


For Independent or Chain Store 


I am thoroughly acquainted with 
the shoe business, having had 21 
years’ experience in retail 
stores. Can handle any position 
in chain or independent store, 
but would prefer position as 
manager or buyer or both. Ex- 
cellent references. Address 
D-820, care Boot & Shoe Re- 
corder, 239 West 39th Street, 
New York, N. Y. 











HOROUGHLY experienced, well educated, 
shoe man and merchandiser, aged twenty- 
eight, desires position as manager or buyer. 
— to take full charge and guarantee 
no Prefers centage proposition, but will 
r reasonable salary. Address D-819, care 





N OPPORTUNITY to go into business. A 

Michigan shoe concern has exceptional oppor- 
tunity for a young man with A-1 character, 
ability and small capital to invest in equratiog 
women’s shoe saloons. If interested, give ful 
particulars regarding previous experiences and 
reference. Address D-818, care Boot & Shoe 
qneeeer, 239 West 39th Street, New Yerk, 








FOR RENT 


Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 








LINE WANTED 


POPULAR Priced Line for Western Penn- 
sylvania and_ vicinity. Real Following. 
Travel by car. Satisfactory references. Ad- 
dress D-812, care Boot hoe Recorder, 239 
West 39th Street, New York, ¥, 








SPac E for popular priced women’s shoe prgeet 
ment; live wire concern wanted. 100% loc 
tion. Communicate The Fashion Shop, 30 West 
Campbell Ave., Roanoke, Va. 








FOR LEASE 





SHOE space in men’s wear store, 100% location 
in thriving city. On commission basis or 
rental. The New Hub, 723 Ryan St., Lake 
Charles, La. 





MERCHANTS’ NEEDS 





Money in Foot Correction— 


BE A TECHNOPEDIST 


Our graduates are building successful prac- 
tices in this new and dignified profession. 
Home Study Course, including working 
models and equipment, furnished at low cost. 
Easy terms. Write. 

THE TECHNOPEDIC INSTITUTE 
140 Boylston St. Boston, Mass. 

















WANTED TO PURCHASE 














WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital 
ity, Preserver, Queen Quality, Bos 
tonians, E 


IRVIN BUBIN 
“The House of Jobe”’ 
898 Reade St. Cor. Chu 


reh 
Phone Barclay 7-7887 New York City 














= 


POSTER @ DEUTSCH 
436 Grand St., New York City 


Phone Dry Dock 4-0352 
—BUY FOR CASH— 
entire or surplus stocks of 


SHOES—DEPT. STORES 
Leases assumed Transactions confidential 














Quality POMPOMS 
for SLIPPERS 


also various kinds for any 
ornamentation. 
Skilled makers . Established 1918 





THs FomPom Snore @ 
AVERHILL, MASS. 


Buyers of Surplus Stocks 
ot ee ae «oe 
QUANTITY NO OBJECT 
KIRSCH - BLACHER CO., Inc. 


106 Duane St. New York 
Phone Worth 2-5877 and 5378 























| CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
Minimum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. 
$1.25. When a box number is desired twelve words should be added for the address. In all other cases each 
word of the address should be counted. 
The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 


& Advertisements for this page must be in our New York office on Friday of the week preceding publication. @ 


Minimum charge 
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Factory 
Changes 


Acrobat Shoes, Inc., 
Succeeds Shaft-Pierce 


FARIBAULT, MINN.—A new corpora- 
tion, Acrobat Shoes, Inc., has been 
formed under the laws of the State of 
Minnesota to take over and operate the 
business formerly conducted by the 
Shaft-Pierce Shoe Co. of Faribault, 
Minn. 

The new company will make the 
Acrobat, Clara Barton, Balancer and 
Nature Study lines of shoes and will 
carry in stock a complete range of 
sizes of these numbers. 

The officers of the new company are: 
C. D. McGrew, president; Donald 
Grant, vice-president, and J. J. Turek, 
secretary-treasurer. The factory or- 
ganization will include the same force 
of workmen as have made these excel- 
lent lines of shoes for the-old company, 
headed by William J. Grant as factory 
superintendent. 

Orders have been received from 
former customers for several thousands 
of pair of shoes for Fall delivery, and 
production will be started at approxi- 
mately 400 pairs per day. 

The company is being financed by a 
group of the former preferred stock- 
holders of the old company and many 
of the business men of the city of Fari- 
bault, to whom the continuance of this 
industry is a very important matter. 

Only a portion of the floor space be- 
longing to the company will be used 
for factory operations at present. The 
unused portion of the factory space 
will be disposed of either by lease or 
sale. 

Although complete arrangements 
have not been made for sales repre- 
sentation, the new company will be rep- 
resented on the West Coast by E. C. 
Hanna, in the Middle .West by Ted G. 
Shaft and in the Northwest by O. M. 
Hoxie. 

Acrobat Shoes, Inc., is being started 
with many conditions in its favor, and 
its officers believe it has a splendid op- 
portunity for making a success and 
building up a substantial business. 


Racine to Increase 


MILWAUKEE, WIs.—The Racine Shoe 
Manufacturing Company, Racine, Wis., 
is rearranging its machinery and in- 
stalling additional equipment to in- 
crease production to 2,000 pairs daily. 
The company has operated to capacity 
for the last 18 months and has enjoyed 
a steadily increasing business. 


To Rebuild Factory 


WILLIAMSBURG, OHI0—Following the 
destruction of the Williamsburg plant 
of the P. Sullivan Shoe Co. by fire re- 
cently in which there was a loss of 
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around $75,000, partly covered by in- 
surance, steps have been taken by the 
Williamsburg Business Men’s Associa- 
tion to rebuild the factory with a fire 
proof structure. Architects Krucken- 
meyer & Strong of Cincinnati have been 
commissioned to draw plans and specifi- 
cations for the building. 

It is planned to erect a one-story 
structure in the form of an U. The 
estimated cost of the new structure is 
$25,000. It is announced that when the 
plant is equipped it will employ about 
450 workers and produce about 3500 to 
4000 pairs daily. 

Since Williamsburg had no fire de- 
partment the old frame building used 
as a factory burned for two hours be- 
fore the fire departments from Mount 
Orab, Bethel and Batavia arrived. They 
succeeded in saving some of the adjoin- 
ing property only. 


Willits’ Men Out 


HALIFAX, PA.—The Willits Shoe Co. 
makers of misses’ and children’s shoes, 
which since the recent death of W. T. 
Willits is under the general manage- 
ment of T. E. Kirkbride, announce that 
the salesforce is all out with the full 
sample line of in stock and make up 
shoes. They are M. V. Manning in Cali- 
fornia, F. P. Eyer, Pennsylvania and 
New York State; L. F. Brickett, Greater 
New York and upper New Jersey; T. 
L. Mattox, southern and Atlantic coast 
states; A. F. Splett, Illinois, Michigan 
and Iowa; D. G. Hoyt Northwestern 
and Rocky Mountain states, and T. M. 
Magruder, Maryland, Delaware and 
the city of Philadelphia. 


Store 
Changes 


Takes Over Business 


PROVIDENCE, R. I.—Following liquida- 
tion of the H. T. Monahan Shoe Co., 
Inc., the business has been taken over 
by James M. Flynn and William F. 
Melleney, both previously associated 
with Hugh T. Monahan in the business 
as salesmen. Mr. Monahan has re- 
tired from the business. The new name 
is Flynn & Melleney. 

Mr. Flynn states that about the same 
line of stock will be featured, and they 
will continue as a_ wholesale-retail 
house. 


Fadely & Ulmer Moves 


ANDERSON, IND.—The Fadely & 
Ulmer shoe store here has moved to 
its new and more modern home at 
Ninth and Meridian Streets. The for- 
mal opening was Aug. 1. The com- 
pany has been in business 53 years 
and is one of the pioneers in Indiana. 
Throughout all these years it has re- 
mained in the same location at 830 








MERCHANTS’ NEEDS 








FALL DISPLAY 
MATERIALS 


IN STOCK NOW 


Complete line of draping materials, 
floorings and _ ribbons, especially 
selected for shoe store window 
display. 

Arrow Decorating & Fixture Co. 
34 N. Fourth St., Philadelphia, Pa. 


WRITE FOR SAMPLES 











Main Street. Lew Fadely succeeded 
his father in 1917 and the firm be- 
came Fadely & Ulmer when Robert 
Ulmer was made a partner. Fred 
Herdering, a salesman, has been with 
the company 28 years. <A complete 
hosiery department has been installed 
with Ruth Lewis, another old employee, 
in charge. Luggage also will be sold. 


Opens Family Shoe Store 


LANSING, MicH.—A. Schetzer & 
Sons, 30-year-old Lansing firm, have 
opened a new shoe store at 501-503 
East Michigan Avenue, where shoes for 
entire family are carried and fitted by 
Jack Rosenbaum, well-known local shoe 
man. 

The merchandising theory of this 
new store is to offer to the public a 
quality line of nationally’ known mer- 
chandise at popular prices, including 
an entire line of rubber footwear and 
hosiery. It will be known as “Schetz- 
er’s Family Shoe Store.” 

The original Schetzer store has al- 
ways carried a general line of men’s 
wear at 601 East Michigan Avenue. 
Improved conditions warranted devot- 
ing this location to men’s wearing ap- 
parel exclusively. 


Fall Shoes Selling 


SALT LAKE City, UTAH—W. B. 
Woods, manager of the Makoff’s Classic 
Shop’s shoe department, Medical Arts 
Building, reported that more Fall shoes 
had been sold in his department the 
last week than white shoes, and stated 
that this was due to having pushed the 
sales of them against the reduced prices 
of Summer white shoes by telling the 
customer that more value would be ob- 
tained from buying the Fall advance 
style shoe since Summer was now prac- 
tically over, and therefore it was im- 
practical to purchase Summer shoes. 

According to Mr. Woods, there was 
very little sales resistance on Fall shoes, 
which are more attractive this Fall 
than for some time, and made an im- 
mediate appeal with the customers here 
who have tired of white because of an 
abnormally early white season. 
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Our Advertisers In This Issue 





Next Week 


The GREAT DEBATE is on 

A doctor asks a prominent retailer and 
an equally prominent shoe manufacturer of 
men's shoes why his patients must continue 
to suffer from fitting ills. Read this true 
story three-cornered debate. You will not 
agree with all that is said—that is the 
reason for publishing the complete un- 
expurged transcript. This is not a technical 
theoretical study, but a real human interest 
viewpoint is maintained throughout. Feet, 
lasts, last measurements, patterns and shoe 
selling as related to Foot Health all come 
up for discussion by these experts. 

Is there a need for a woman's work shoe? 

Are there types of shoes that may be 
called women's work shoes? What do girls 
who work in canneries, laundries, restau- 
rants, etc., wear? What have various 
businesses accomplished in  foot-health 
promotion among their employees? 
Answers to these questions will be made 
in a story about the working girl, her 
shoes, and her foot problems. 
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They’re wearing evening gowns with split skirts, or skirts cut 
shorter in the front than the back—either way, there’s a chance 
for evening slippers to show. They’re going in like mad for 
Vode Suede, in brilliant Spanish colors or luscious pastels, 


because it makes a slipper worth seeing. 


STANDARD KID DIVISION 
ALLIED KID COMPANY 


209 South Street, Boston, Massachusetts 
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FINE oe WELTS 


| 
| 


to r fal, 
IN STOCK 


Particularly interesting in the C-S-E Fall line is the new 
departure in styling of the growing girls’ sizes—incorporating 
many patterns which appeal to young women with sophis- 
ticated tastes. In the growing girls’ size runs 


MOST STYLES TO RETAIL AT 
$g-00 1 FEW at $ 00 


No. 2526 oi e 
Two | Strap Oxford. All infants’, children's and misses’ 


Made of Brown 
Coquette and Brown 


Call Straps. 18/8 heel sizes, made with leather counters 
1° Retail $5.00 and one piece kid or English calf 
quarter linings, retail from $2.50 


to $3.50. 


Quality of materials — workman- 
ship — fitting — wear value — and 
dependable in-stock service make 
the C-S-E line exceptionally at- 
aie tractive to all merchants selling 
United Brown Elk \e e ° 
oxford, 1078 heel Quality juvenile shoes. 


last. AAA to C. 3% 
to 9 
“Retail $4.00 


SPECIAL 
Illustrated is a new, white welt oxford 
for nurses unusual in fitting quality, looks 
and durability. It is a profitable spe- 
cialty to retail at five dollars. 


No. 2424 

White Washable Kid 
Nurses’ Oxford. Du- 
flex Sole. 13/8 heel 
last. AAA to C. 3% 


0 9. 
Retail $5.00 


WRITE FOR OUR NEW CATALOG SHOWING A COMPLETE LINE OF 


INFANTS’, CHILD’S, MISSES’, GROWING GIRLS’ 


FOOTWEAR 
CURTIS-STEPHENS = EMBRY COMPANY 


Keeadin i siylr CIN 
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No. 2415 

Brown Thorn _ proof 
Oxford. 13/8 heel 
last. AAA to C. 342 


to 9. 

No. 2418 

Same_in Brown Elk. 
Retail $4.00 


No. 2508 
Brown Coquette Ox- 
ford, Black Calf Trim. 
13/8 heel ey 4 AAA 
ee C. 3% t 


Same_in Black. 
Retail $4.00 








BOOT AND SHOE RECORDER, August 18, 






r$ 










a 
No. 2919 
Black Calf Bal, Streamline 
Tip, Custom Last. 

iorn proof 
3/8 heel 
to C. 342 
frown Elk. 
$4.00 






No. 2917 


Black Calf and Gutman’s 
Seal Grain Bal, LaSalle Last. 





uette Ox- 
Calf Trim. 
ast. AAA 
09. 


lack. 
$4.00 









EN who appreciate fine styling 








No. 6592-1 


Black Calf Bal, Perforated 
Wing Tip, Custom Last. 


and quality shoemaking are 










equally critical about values. And 
the alert dealer has been quick to 





note their prompt response to Portage 





standards. This season Portage styles 





have reached new heights of attrac- 





tiveness—in design, in variety of fine 
leathers, in craftsmanship. The values 







are decidedly outstanding. Write for J, Lutail 
our Fall Catalog. } o Kelas at 





$4, $5 AND $6 






PORTAGE SHOE MFG. COMPANY 


Re MILWAUKEE 












WISCONSIN 
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RL. world's largest 


exclusive tanners of 
PATENT LEATHER 
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COLONIAL TANNING COMPANY 
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hidden from view 


yet vitally important 
to the appearance and 
comfort of the shoe. 


THE QUALITY BOX TOE 
w/C 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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N 1928 not one half 

of one per cent of all 

women’s shoes were made with cemented soles. 

In six years this percentage has jumped to 36.9% 
—48,000,000 pairs! 

Could there be more convincing evidence of the 
success of the cementing method of applying soles 
—or more positive proof that women in rapidly in- 
creasing numbers prefer shoes with cemented soles? 

The success of cemented shoes has been made 
possible by mechanical invention, plus chemical 
research. When a practical conveyer was developed 
for applying soles with cement, du Pont quite log- 
ically was called upon to formulate an adhesive 
that would fulfil all the requirements. 
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One of these requirements was that the adhesive 
should be suited to the use of the new type of ma- 
chinery. Other equally important requisites were 
that the cement should assure firm adhesion and 
provide perfect flexibility—a necessary quality in 
comfortable footwear. 

With a background of 25 years of research and 
experience in producing cements for the leather 
industry, for joining belts to drive heavy machin- 
ery, and for other uses which call for adhesives 
that are not affected by moisture, dryness or changes 
in temperature, du Pont proceeded to develop the 
adhesive required for bringing success to the 
manufacture of cemented shoes. 

When the adhesive possessing the necessary 
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qualities was produced by du Pont, the cementing 
process in shoe-making was rapidly adopted by 
manufacturers, because of its advantages in put- 
ting durable smartness and utmost comfort into 
women’s footwear. 

One hundred and thirty-one manufacturers, 
many of them prominent in the industry, are now 
using du Pont cement and the special mechan- 
ism that has become available for producing 
cemented shoes. 

Important features of cemented shoes are their 
style, flexibility and durability. These qualities un- 
doubtedly are appreciated by the women who are 
buying 48,000,000 pairs of these shoes this year. 


U PUN 


REG. U.S. PAT. OFF 


E. i. DU PONT DE NEMOURS & CO., INC. 


WILMINGTON 


FINISHES DIVISION 


DELAWARE 
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The Manufacturer Pays) | 





@ Nafural lustre and increased eye-appeal— 


these are the results of the 
B. B. System of Finishing 
Upper Leathers. More than 
300 shoe manufacturers are 
paying more for this system, 
just to make things easier 
for their retailers on the 


THE B. B. 





sales firing line. Do the shoes 
you sell have this superior 
finish which increases the 
saleability of shoes in every 
price class? ... Boston 
Blacking & Chemical Co., 
Cambridge, Massachusetts. 


* 


SYSTEM 





OF FINISHING UPPER LEATHERS IN SHOE FACTORIES 
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ef These Shoes Greater Sales Appeal 


SHOES WITH GREATER SALES APPEAL 


The B. B. System of Finishing Upper 
Leathers increases the sales appeal of 
shoes at the zero hour when the pros- 
pective customer feels and handles 
them for the first time. Just before the 
shoe manufacturer places his shoes in 
their cartons, they pass through his 
finishing department. Here they are 
given their final finish—intended to 
last until they are exposed for sale in 
the retail store. 

Until a few years ago, shoe manufac- 
turers had to buy their finishing ma- 
terials from several different sources 
and work out their finishing processes 
by trial and error. Results could not be 
foretold with certainty, and it was 
difficult to maintain uniform results on 
all tannages of leather used. 

When shoes have a uniform high 
standard of natural feel and appearance 
at the point of sale, they have the 
greatest value to the retailer. 

Recognizing this important principle, 
the Boston Blacking & Chemical Co. 
developed the B. B. System of Finishing 
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with The B. B. System 


Upper Leathers. The B. B. System was 
worked out by the staff of tannery 
experts and chemists that are producing 
Tannery Finishes for the tanners to 
use on their leathers. As a result the 
B. B. System produces natural finishes 
because they are always compatible 
with those used by the tanners. 


THE PRINCIPLE OF THE B. B. SYSTEM 


Regardless of quality, the upper leath- 
ers used in shoes vary widely in their 
grain. Some are open, some medium, 
some have fine grain. Examine the 
three photomicrographs below, which 
are enlarged eleven times. These tell 
the story. 

If exactly the same finishes were ap- 
plied to the three leathers, there would 
be three different kinds of results, and 
if enough finish were used to take care 
of the extremely open grain of leather, 
there would be too much finish on the 
medium or fine grain, resulting in poor 
break, cracking and bad finish. 

The basic principle of the B.B.System 


of Finishing Upper Leathers is to bring 
all tannages and selections of upper 
leathers, whatever their characteristics, 
to a uniform standard of finish by the 
use of properly balanced fillers or 
primers. Once the leather has been 
uniformed by the proper degree of fill, 
it can be brought to a final finish by 
essentially the same methods and ma- 
terials, no matter what its nature at the 
start. B. B. System materials have been 
chosen and developed solely with a 
view to the uniformity and perfection 
of the finish they produce, and the 
permanence of the results. 

The B. B. System is the first and only 
comprehensive and uniform method of 
finishing upper leathers ever made 
available to the shoe manufacturers. 

The manufacturers who use the B. B. 
System are giving their customers just 
that added mark-up in feel and appear- 
ance that assists their customers at the 
zero hour—the point of sale. 

Are the shoes you sell finished with the 
B. B. System? 





Fine Grain 
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BI «566,00 pairs in 1930 


GE 2,261,524 pairs in 1929 


*In 1928 less than one-half of one per cent offiwor 
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omen’s Cement Shoes 


48,215,000 paits in 1933 


26,457,000 pairs in 1932 


) pairs in 1931 

x The cement shoe technique has been developed and a 
brought to its highest point by Compo engineering. 
The result is that two-thirds of the cement-soled 
shoes made are genuine Compo shoes—made on the 


Compo Conveyor and bonded with Compo Cement. 








off women’s shoes were made by the cement process. 
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IS WHAT YOU NEED 


TO CORRECT A “CORRECTIVE BUSINESS” 


We scarcely need tell you that one of the biggest 
handicaps in building a successful, profitable cor- 
rective shoe business has been a lack of style. That's 
particularly true of women’s shoes. 

Believing that there was no reason why corrective 
shoes couldn’t be built on smart, modern lines with 
popular leathers, we set out to prove our belief... 
and did, with Air-O-Pedic Shoes] Here is all the 
style a woman’s heart could desire . . . and all the 
comfort her foot demands! Outwardly, Air-O-Pedic 
Shoes give no hint of their inward construction .. . 
of their eight scientific features. 

We want to show you the new Air-O-Pedic Shoes 
for women ... retailing at $6.50, with a liberal mark- 
up for yourself. Nearly 100 styles in stock, and all 
sizes and widths. We promise you, the line is an 
eye-opener! No obligations, of course. Write to 
The Air-O-Pedic Shoe Company, Brockton, Mass. 








NINE REASONS WHY 
AIR-O-PEDICS 


WILL INCREASE YOUR PROFITS: 


l Correct fit: Air-O-Pedic 

lasts allow the ball of 
the foot to fall in its 
natural position. 


9 Metatarsal arch sup- 
ported without strain. 


8 Air-O-Pedic Arch: Com- 
fortable, because it's 
scientifically correct. 


4 Steel shank: Air-O- 
Pedic’s scientifically 
designed arch is pre- 
served by a steel shank 
which will withstand a 
weight of 300 pounds. 


Extra ease for cuboid 
bone: Ample room here 
perfectly balances the 
weight between the 


ball and heel-tread, 
keeping the foot in a 
normal position. 


No olegios | no gap- 
6 ee: Air - O - Pedic 
hoes fit securely. No 
chafing and no friction 
to wear out hosiery. 


7 Non-binding vamp and 

throat line: Gives com- 
fort and relief at an 
important point of 
pressure. 


Cushioned heel rest: 
Air-O-Pedic heel rest— 
a shock-absorber at 
every step. 


9 Newest styles in all 
the wanted colors and 
materials. 











AIR-O-PEDICS 


WALK ON AIR IN AIR-O-PEDICS 
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